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EOGRAPH 9 For more than 50 years 


Mimeograph 
/ duplicators \ 


There are now ready modern streamlined Mimeograph 














duplicators in four sizes to make and/or save money for 
modern streamlined businesses of all sizes—including 


commercial organizations which These four duplicators are the culmination of a 


four-year program of progress: that sets another 

° ° , e e new high standard for the world in stencil dupli- 
specialize In duplicating work. cation. To make and/or save money for your busi- 
ness, call the Mimeograph distributor in your city. 

MIMEOGRAPH is the trade mark of A. B. Dick 


You are invited to see one or all. Co., Chicago. Registered in the U.S. Patent Office. 
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REPORTORIAL: 


THIS PAGE is being written from the com- 
fortable and satisfying Clearwater Beach 
Hotel, Clearwater, Florida . 
31st. 


. . on January 


On January 3rd, one of our boys was 
hurt by the world’s worst snake ... a hit- 
and-run driver. After two weeks of miscel- 
laneous excitement, the doctor said that 
sunshine and rest were needed by the in- 
valid. That’s the excuse for a vagabond 
journey in search of the sun... even tho 
the search uncovered unusual frigid blasts. 
But why worry about a little cold 
when Florida has so many other things to 
offer ? 


Here are tips for Florida-goers. First: 
ask H. G. Wenzel, of the Clyde-Mallory 
Steamship Lines, New York, to send you 
his Direct Mail. He is a good direct mail 
operator in his own right ... and is related 
to Augie Haas of A. W. Clarke & Company 
(past President of the Mail Advertising 
Service Association). When you get ready 
to leave for Florida, leave everything in Mr. 
Wenzel’s hands. The service is so smooth 

. it makes your vacation begin before 
you even start away from home. 


Take along your car. With 
your car on the dock at Jacksonville and a 
Good Gulf map on your lap 


Second: 


... you have 
Florida at your finger tips. 


Se Ser « « 
Daytona Beach, the Marine Studios (where 
we ran into Charlie Watson of Goodyear, 
Toronto), Orlando, Lakeland, Winter Haven 
(where Ralph Thompson fed us too much 
citrus), Cypress Gardens, Bok Tower (sanc- 
tuary for souls as well as birds), Lutz 
(with the  everlastingly cordial-contact 
Carrs) Tampa (with its Fair), Sarasota 
(with its beautiful Ringling Hotel and 
circus winter quarters), St. Petersburg; 


. we've seen St. Augustine, 


and a Trailer Convention over at Bradenton 
(350,000 trailers now traveling ... you 
“oughta” see the DeLuxe Models . . . were 
we tempted?). 


We've made our headquarters in Clear- 
water ... with the mild Gulf waves lap- 
ping on the sand in the back yard. (See 
picture top page five.) Ken Goode has his 
Tal'ahassee: Tom Drier his St. Pete; Bob 
Collier his Sarasota; Jack Carr his Lutz— 
and other migratory advertising folks have 
their pet spots . . . but we like Clearwater. 
The approach to Clearwater is more beau- 
The name is 
Clear, calm and peaceful 
water. Maybe we are unduly influenced by 


tiful than any we've seen. 
just what it is. 
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the “approach” (first rule in advertising) 
... Many places along the trail need a 
housecleaning. Indiscriminate, cluttered, 
“hot-dog” road-signs are a disgrace. If 
you want a good lesson in the futility of 
unwise advertising ... stop and read the 
hundred or more signs which clutter-up one 
single block in the approach to a certain 
citv. 


How can I justify this rambling thru 
Florida ... as being fit material for The 
Reporter? Maybe I should mention other 
pages of this report for January ... but 
proofs indicate that good ideas are obvious. 
Maybe I should mention the talks I made 
on January 10th before the Young Lithog- 
raphers; and on January llth before five 
hundred young people at the Advertising 
and Selling Course of the New York Adver- 
tising Club. But only reviewed the Facts 
of Life Formulas about Direct Mail. Or 
maybe I should talk about circulars. We've 
studied (or read) many Travel Circulars, 
City Booklets, etc. Best ones are those 
which give most information about the 
things visitors want to know... and which 
omit superlatives and platitudes. 


I could write a tribute to the Air Mail. 
Most of us take this blessing too lightly. 
I’ve been in touch with my office every 
day . . . perhaps in closer touch than some 
of the days when I’m in the office. Each 
morning’s air mail tells me who visited The 
Center; what — who said about “The 
. up to 5 P.M. the day 


Distance is no barrier to business. 


Course,” etc. .. 
before. 


In a few days we'll start back North. 
We'll pause along the way to gather direct 
mail ideas for the February report. One 
immaterial, but important idea seems to be 
evident so far. As much as we hate war 

. the situation abroad has strengthened 
this country. 
visiting .. 


America is on a spree of 
. in America. Boats, trains, 
planes, cars, trailers are churning-up a new 
recipe for neighborliness. 


seeing their country . . 


Americans are 
. and learning how 
wonderful it is. 
for business . . 


That ought to be good 
. and for the future. 
H. H. 


P.S. Invalid fully recovered. Nurses in 
critical condition from too. much Florida 
Hospitality. 


Sead, in Ts 


oo 


ah 
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(Photograph by Dahlgren, Winterhaven, Florida) 


Don’t jump at conclusions. The KNEES 
are those strange and fantastic stumps Tis- 
ing from the water around ancient Cypress 
trees. They are known as Cypress Knees. 
The picture on this page, and the one on 
our cover, were given to us by Dick Pope 
who dreamed, planned, created and pub- 
licizes the magnificient Cypress Gardens— 
just outside of Winter Haven, Florida (ten 
miles from Bok Tower). 


If you want to see an example of a per- 
fect, descriptive booklet, write to Dick 
Pope, Cypress Gardens, Winter Haven, 
Florida and get his. It will give you some 


idea of a breathless beauty spot which 
should be seen by every traveler. 

That’s the trouble with Florida . . . if 
there is any trouble. Most of the stories 
you read are about the beaches and the 
hot-spots. Too many travelers hit for a 
hot-spot and stick. Florida is a land of 
contrasts, surprises and hidden charm. 
Your reporter is rambling around in an 
effort to see all the sights worth seeing. We 
read all the circulars and then go to find 
out if the ads are telling the truth. Be it 
reported . . . Florida advertising is improv- 
ing ... and so is Florida. 
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Clearwater Beach, Florida 


DO YOU WANT TO KNOW 
HOW TO COLLECT MONEY? 


A. G. Gibbs, Manager of Mail-Sales at McGraw-Hill, 330 West 42nd 
Street, New York City, recently talked to the members of the Hundred 
Million Club in New York, on the subject of “Collection of 150,000 sub- 


scription accounts annually at a cost of 3lc. each.” 


It should be stated for the records here that the proceedings of the 
Hundred Million Club are always considered as “off the record.” Members 
are urged to uncover their innermost Direct Mail secrets and it is thought 
that everyone will speak more freely if they are not to be quoted. It is 
perhaps a good rule, but your reporter loses a great deal of valuable in- 
formation. In this particular case, Fred Stone of Parents’ Magazine, who 
is President of the Hundred Million Club, and Mr. Gibbs, have given your 
reporter permission to print a summarized version of the talk. The sub- 
scription business is a specialized business, but we believe that some of 
Mr. Gibbs’ technique can be adapted for other collection activities. Here 
are the notes: 





Immediately upon receipt of a subscription order a memo bill is 
sent out with a plain reply envelope. Enclosed is a return card asking 
for the names of friends who might be interested in any of the McGraw- 
Hill publications. There is also a small circular enclosed featuring 
the premium (usually a book) that is offered with the subscription. 

The memorandum of the amount due is printed on the bill which 
also includes the rate for a two year or three year subscription, showing 
the saving. The customer’s name and address are filled in on the bill 


vt only. By using a printed memorandum of the amount due, the necessity 
net for first-class postage is eliminated, saving $20 per thousand on postage 
ne alone. Incidentally, Mr. Gibbs gets just as good a response sending 
a his memorandum bills in this manner. 

of 


The whole series consists of ten collection letters, all sent third- 
class mail, except the sixth letter which goes out by registered mail 





Te seventy-five days after the original order is received, and the tenth, a 
id Hoovenized letter. The sixth letter is much longer than the others 
it and goes on to say that inasmuch as they have had no replies to 


previous letters they are assuming that their communications have not 
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REALISM—SIMPLICITY 


A prize of some kind or other should go 
to Hiram Walker & Sons, Inc., Peoria, 
Illinois, for a beautiful 46 page brochure, 
measuring 11” x 14”. The ‘title—“Uncork- 
ing the Facts About Fine Liquors.” 


_ Best job of presentation we have seen in 
along time. Cover is made to look like 
a big sheet of pressed cork. Inside, the 
entire story of the company, its product 
and its service is told in A.B.C. fashion. 
The headings used throughout the book 
are about as perfect as it is possible to 
make headings. Such as, Entrance exams 
most grains can’t pass. Fifty test probings 
from every carload. Countersigned grain 
passports required. Hoisting grain seven 
stories by vacuum. Sending grain to the 
dry cleaners. No hiding place here for 
even the tiniest grain particle. Grinding 
grain on the installment plan. Chute-the- 
chutes that get laundered daily. Push-but- 
tons that operate pressure cookers. There’s 
good and bad cooking in a distillery just 
as in a kitchen. Next stop—the fermenter. 
The “Who’s Who” of yeast, etc., etc. 


TRAVEL BOOK 


If you want to see a_ super-beautifu! 
travel book, visit the Direct Mail Center 
and inspect the 56 page, 914” x 1214”, stiff 
cover book, issued by The Norwegian Skiing 
Association, in collaboration with The 
Travel Association for Oslo and Environs, 
titled “Winter Sports in Norway.” 


It is a travel book to sell the idea of 
seeing winter sports in Norway. The out- 
standing feature is the beautiful illustra- 
tions. They evidently have good engravers 
and good printers, as well as good skiers, 
in Norway. 































DIRECT MAIL EDUCATION 


The Department of Commerce is one of 
the best divisions of the government, irre- 
spective of the fact that General Johnson 
and other crackpot commentators insist on 
taking pot cracks at it. 


It publishes educational material on 
about every conceivable subject. If a De- 
partment of Commerce can publish booklets 
and folders on how to do business in al- 
most any line of business, why shouldn’t 
the Post Office be allowed to tell business 
men how they can increase their business 
by using the mail efficiently? 


The Canadian Post Office has a Public 
Relations Department. They consistently 
use Direct Mail to promote the facilities of 
the Post Office. Every once in a while, 
someone tries to induce the United States 
Post Office to undertake such a campaign. 
Once upon a time an entire campaign was 
actually planned and created, but at the 
last minute someone threw a monkey 
wrench into the works. And it is not 
hard to find out who the somebody was (a 
certain group that does not like the Direct 
Mail business). 


With all the facts now available as a 
result of the activities of the Direct Mail 
Advertising Association and The Reporter 
... the Post Office could put on a fine 
campaign and could acquaint every busi- 
ness man in the country with the way of 
doing business by mail. 


We understand such a plan would have 
to be approved by the Appropriations Com- 
mittees of the House and Senate—although 
we should think that the Post Office Com- 
mittee should have some hand in originat- 
ing such an idea. 


It might do no harm for some of the 
readers of The Reporter, who know mem- 
bers of either Committee to talk up the 
idea. The Post Office is a big business and 
it can be made bigger—if the Post Office 
would use its own medicine. 


GOOD CAMP FOLDER 


If you want to see a beautiful and effec- 
tive camp folder, write to the Cimarron 
Ranch, Peekskill, New York. It is one of 
the best camp folders we have ever seen, 
mostly because all the sizzles are clearly 
spotlighted and _ illustrated. 


In fact, the illustrations take up about 
799 of the space, and they are beautifully 
executed. 
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been received by the addressee personally, hence the use of this regis- 
tered letter, as they feel sure he would want to take care of his 
obligations. 


Mr. Gibbs states that the additional cost of sending a registered 
letter as compared with the usual third-class mail more than pays for 
itself. Thus, while a fourth notice pulled 18 per cent, and the fifth 
13.8 per cent, the sixth jumped up the response to 22.3 per cent. 


The first five letters used a plain reply envelope. The remaining 
letters employ a business reply envelope. Experience has shown that 
they receive just as many replies with the use of the plain reply 
envelope for the first five letters, and in their case that meant a net 
saving of $200 a month. They formerly paid about $300 a month on 
return postage for such business reply envelopes which, of course, 
they now save. 


Many publishers send out the premium with the first copy of their 
magazine. Mr. Gibbs, however, holds it back until payment has been 
made for the subscription. In this manner the premium offer acts as a 
cash-up inducement. Employed in this manner it has increased the 
response to their collection letters. This practice has saved McGraw- 


Hill $5,000 a year. 


Mr. Gibbs endeavors to make his letter sell more subscriptions as 
well as make collections. Thus, the third letter which goes out thirty- 
days after the order is received, is in the form of a four-page folder 
with the letter on page one. The other pages list various McGraw-Hill 
publications, and carry a double coupon to be used for requesting a 
sample copy or entering a subscription order to any one of their 
publications. As a result they get about 3,000 requests for sample 
copies and are able to sell about thirty-five per cent of these on the 
follow-up. 


The fourth letter contains an imitation sprig of Forget-Me-Nots 
with this notation: “If your check book isn’t handy, put the Forget- 
Me-Not in your coat lapel to remind you to send a check tonight”. A 
duplicate of the bill enclosed with this letter is sent to the salesman 
who sold the account, and he is allowed fifteen per cent for making 
the collection. This is found to be worthwhile particularly in the more 
congested districts. 


None of their letters are what you might call “Lawyer Letters”’. 
They do, however, make use of the Mail Order Credit Reporting As- 
sociation which has a list of 500,000 known dead-beats. 


The seventh letter sent ninety-days after receipt of the order ex- 
plains that McGraw-Hill is a member of the Mail Order Credit Reporting 
Association and they will have to turn this account over to them. This 
pulls very well because business men who would be inclined to dis- 
regard the $2 payment are careful about protecting their credit standing. 


The next two letters are sent out on the letterhead of the Mail 
Order Credit Reporting Association. The first of these (the eighth of 
the series) explains that the Association is reluctant to add his name 
to the list of questionable credit risks and that if he pays the account 
promptly, he can still protect his credit standing. Originally the let- 
terheads for these two letters of the Mail Order Credit Reporting As- 
sociation were printed in two colors. As a result of tests, they are 
now printed in imitation engraving and their added dignity has resulted 
in a better response. 
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The ninth letter goes out one hundred and twenty days after the 
order, and the tenth is a fully personalized and Hoovenized “mop up” 
letter. If this doesn’t collect the account, no further follow-up is made 
on a regular basis. 


They do, however, two or three times a year go over the names of 
delinquents with a special letter and they still find it to be profitable. 
At least, it gets the account on the books at no greater cost than that 
of writing new business. One of these letters sent out around Thanks- 
giving contains a large picture of a turkey on the letterhead and starts 
out with “Let’s Talk Turkey”, another sent out the beginning of the 
new year has large Chinese ideographs at the top and makes mention 
of the Chinese custom of settling up accounts at the beginning of the 
year. 


As the result of all these activities they collect over ninety per cent 
of their subscription accounts on twenty-four publications at a cost 
of approximately 3lc. for 150,000 accounts a year. They carry an 
average of 30,000 open accounts at all times. Through a return card 
enclosed with one of the mailings, they receive about 10,000 names of 
friends, names that have proven to be profitable for solicitation. 


By printing the saving to be made on two or three-year subscrip- 
tions immediately under the amount of the recipient’s account, they 
are able to convert 2,500 out of the 150,000 accounts from one and 
two year into two and three-year subscribers. 


Care is taken to vary the appearance of the mailings. The first 
two go out in window envelopes, others use different colored closed 
envelopes of varying sizes. 


At one time their collection letters said that the recipient could 
send the cash at McGraw-Hill’s risk. As a result they were having 
claims amounting to $350 a month. They thereupon eliminated this 
phrase and substituted the opposite statement that they would not be 
responsible for cash. This brought no drop in response to their col- 
lection letters. Claims for currency enclosed dropped to $10 a month 
when they mailed out the post office claim form. 


When a letter is received from any subscriber in reference to their 
account, his name is immediately taken off the list so far as the rest 
of the series is concerned, and his case handled separately. In general, 
the same collection letters are used with variations and rewritten year 
after year. They do not attempt to separate the slow-pay accounts of 
one year from those of another. They all receive the same series. 


bo RKO RADIO FILMS IN 1939 .1940 
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SUPERLATIVE SLOGAN 


The following slogan is used for the cap- 
tion of a photograph in an_ interesting 
catalog issued by Wake’s, 623 Collins 
Street, Melbourne, Australia—“Fabulous 
Loveliness for Fabulously Little.” 


Incidentally, they are using plenty of 
colors in catalogs in Australia. 


WORST PIECE OF 
DIRECT MAIL 


ever seen by this reporter was sent io us 
by a reader in St. Louis. It was issued by 
a laboratory manufacturing an odorless 
deodorant. It is so bad that we won't at- 
tempt to illustrate it. Has a picture of a 
skunk on one of the accordian folds. An- 
other photograph shows the skunk seated 
beside the chair of a girl. A subsequent 
picture shows girl dusting under arm. with 
skunk lying dead at her feet. 


That kind of advertising smells. 
* 


SHOWMANSHIP IN THE 
NETHERLANDS 


CONGRATULATIONS to Max Westebbe, man- 
ager for RKO Radio Pictures in The 
Netherlands, who has demonstrated that he 
has absorbed American showmanship by 
his ingenuity in presenting the RKO Radio 
Picture Program for 1939 and 1940. 


A sample of his announcement was re- 
ceived with glee by this reporter, and we 
are reproducing the miniature bookshelf 
made of cardboard, which contained thirty 
little booklets, 23%.” wide x 344” high. Each 
was prepared to promote one American pic- 
ture. The covers are colorful and made 
from unusual papers. But the real novelty 
was that instead of being booklets, the little 
covers are really binders for an accordian 
strip. The strip is tipped to the inside of 
the front and back covers. Strip measures 
24” long, and gives a complete running 
story of the new pictures. When mailed 
out, each little bookshelf was individualized 
with the name of the recipient. 

Mr. Westebbe says that be got his idea 
from the fact that so many of the RKO 
Pictures this past year were based on 
famous novels. Before taking charge of 
the office in Amsterdam, Mr. Westebbe was 
an RKO sales representative in the New 
York branch ... where he probably be- 
came inoculated with Leon Bamberger’s 
type of showmanship. 


> 
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TRICKY TYPE GREETING 


Here is an idea which has possible adap- 
tations. Phillips & Van Brunt Co., Inc., 
121 Varick Street, New York City, creators 
of original ideas in printed advertising, 
sent your reporter an excellent New Year 
Greeting. It was printed on silver metal 
foil laminated sheet, french fold. Attached 
to the third page was a linotype slug. A 
message reading—Here’s wishing you a— 
starts on the second page and runs to a 
point above the slug. There is a die-cut 
flap above the slug, which reads—Stop— 


Lift—Look. 


You lift this flap and the metal foil re- 
flects the slug, so that you can read— 
Happy New Year... Mr. Hoke. And to 
make it easier to read, the Happy New 
Year was inked in red and the individual 
name was inked in black. 


Best job of individualizing we have seen 
in a long. long time. 


VERY GOOD NEWS 


When Carl asked me recently which 
magazine subscriptions we should renew for 
1940, I told him “THE REPORTER, THE 
REPORTER, and THE REPORTER”. 


I am reminded of this by the acknowl- 
edgement of our renewal which has just 
landed on my desk. I want to tell you that 
I read The Reporter thoroughly and think 
you re doing a swell job. 


Carl sends his regards. 


Charles H. Overly : 


Carl G. Vienot. Inc. 
147 Summer Street 
Boston, Massachusetts 


WARNING FOR ADVERTISERS 


So many American advertisers send reply 
cards to Canada, forgetting that they are 
of no use to us as such, still requiring a 
Canadian stamp. The impression that would 
be created by anyone sending mail on 
which they wanted a reply over here and 
affixing the Canadian stamp would be tre- 
mendously improved. 


Because of the lack of forethought on the 
part of almost all of them at the present 
time, this is a thought you might like to 
pass along in the columns of The Reporter. 


R. G. D. Anderson 

Sales Promotion Manager 
Curtis Lighting of Canada, Ltd. 
Toronto, 2, Canada 
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THE REVOLUTION IS COMING 


The revolution in advertising! Praise be! Four years ago, your reporter 
was engaged in a survey to discover how Direct Mail could be coordinated 
with all the other forms of advertising. Some of you may remember that 
Drama of Advertising which was staged first in Kansas City in the Municipal 
Auditorium. During the months in which we were working on the report 
of the other great forms of advertising, we made several recommendations 

. especially to the fellows in the magazine business. 


First, why not try to educate the advertiser to do a better selling job 
with the space they buy? Why not apply Direct Mail technique to magazine 
space? 


Second, why not educate advertisers to answer their inquiries properly. 


During all of this process we showed some of the publishers the horrible 
examples . . . both in advertising and in answering inquiries. But we were 
told that the whole subject was dynamite . . . that the publishers could not 
criticise either the advertiser or the agency. 


During the past year, your reporter has frequently stated (and has been 
criticised for it) that the advertiser should start to clean up their adver- 
tising and that they should not waste their time criticising the consumer 
for criticising advertising. And now . . . the revolution has started, Praise 


be, again! 


On Wednesday, January 17th, your reporter journeyed to the Newark 
Athletic Club, as the guest of Sam E. Gold of Lignum-Vitae Products Corpo- 
ration, Jersey City, New Jersey. The purpose was to attend a monthly dinner 
meeting of the Industrial Marketers of New Jersey. The speaker of the 
evening was Stan Knisely, formerly Advertising Director of the Republic 
Steel Company and now Executive Vice President of the Associated Business 
Papers. Stan Knisely did not pull any punches. He announced that the 
Associated Business Papers are publishing a book. The purpose of the book 
is to tell advertisers in business papers how they should advertise. The 
book will tear the mask from all of this “hush-hush” stuff about sloppy 
copy and ineffective advertising. Judging by the pages which were read 
to the Industrial Marketers . .. it is going to be a great book and it 
should stir up a great deal of excitement when it is released within the next 
few months. 


It is a step in the right direction. Why should advertisers and adver- 
tising agencies continue to fill the space they buy with a lot of platitudinous 
bunk? Why not make every advertisement a clean cut, clean picture of 
the product or the service that is being offered? Why not put Direct selling 
technique into all advertising? And we suggest that the Associated Business 
Papers go a step further. Ask the advertiser to pay some attention to the 
handling of the inquiries that he gets from the advertising. 


Congratulations to the Associated Business Papers and may they start 
a revolution that will turn many faces red. 


Added reporter's note: At the same meeting reported above, Charles 
McDonough, President of the National Industrial Advertisers Association, 
revealed that a group is now being organized to study the whole problem 
of advertising. The group is being drawn from the various associations 
connected with advertising. They will try to develop basic principles for 
evaluating not only advertising but “how much” advertising. The Associated 
Business Papers have given this new group something to chew on. 
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CHRISTMAS GREETINGS 


Ralph R. Rice, the “California Letter Man” of Oakland, California sent 
out a Christmas Greeting consisting of four multigraphed pages of copy. It 
contained a greeting for every mood. 


We think that the sheet headed “The Greatest Thing” deserves re- 
printing. Here it is: 


The Greatest sin is... FEAR. 
The best day is ... TODAY. 
The greatest mistake—Giving up. 
The most expensive indulgence—Hate. 
The worst deceiver—One who deceives himself. 
The greatest trouble-maker—Loose talk. 
The cheapest, stupidest, easiest thing to do—find fault. 
The greatest bankrupt—The soul that has lost enthusiasm. 
The cleverest man—One who always does what he thinks is RIGHT. 
The best teacher—ONE WHO MAKES YOU WANT TO LEARN; 
The best religion—Gentleness and cheerfulness. 
... THE MEANEST FEELING—jealousy. .. . 
The greatest need—COMMON SENSE. 
The best gift—Forgiveness—Overlooking trifles. 
The greatest thrill—The feeling that you have rendered a service worth while. 
THE BEST WISH one can make—That his friends enjoy life to the fullest 
extent—HEALTH, HAPPINESS, PROGRESS, FRIENDSHIPS, and _ that 
degree of SUCCESS and RECOGNITION to which his talents may 


entitle him... . 


These are my greetings . .. and this is my wish to you! 


THIS IS TERRIBLE 


There may be a few red faces around the country if we start publishing 
the real names in our campaign to clean up the answering of inquiries. The 
problem seems to be getting more serious. Here is a letter received by 
F. A. Montgomery of Montgomery and Bacon, Towanada, Pennsylvania. 
In this case we are changing the name of the company, and will call it 


the Bing-Bang File Company. The pen signature on the letter is illegible. 


We received your letter dated January 9th, asking for our proposition on a Work 
Organizer which we advertised in the OFFICE magazine. 


We have no proposition to offer you, other than to sell you a Work Organizer 
through your office supply dealer. 


Attached you will find an illustration. 


Here is the letter which Mr. Montgomery wrote to the Bing-Bang File 
Company, and we are giad that he sent us a carbon copy. 


All right—you asked for it, so you can have it—both barrels. The signature on 
your letter of January 15th is so poorly written it cannot be read so the reply has to 
be to the corporation rather than the individual who merited a permanent vacation 
by writing it. 


You spend good money advertising your business and products and then when 


you get an inquiry you tell them to “go to hell” by your gruff answers. 


Whatever interest we had developed by reading your advertisement in Office Maga- 
zine has been thoroughly dissipated. As far as we are concerned you are fired from 
the job of supplying us with any files or other material. 
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DRAMATIZING A SLOGAN 





We reprint the cover of a house magazine 


which has been published by the E. S. 
Upton Printing Company, New Orleans, 
Louisiana for the past three years. The 
cover illustrated was on the edition which 
commemorates their 50th anniversary in 
business. The cover and inside pages are 
printed in black, red and gold. We like 
the description of the growth of their busi- 
ness and the service they offer. It is all 


an excellent example of fine craftsmanship. 


But, the best thing about this house mag- 
azine is the way that the slogan or name is 
dramatized, and it may give some of you 
an idea. “Put it up to” runs up vertically 
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to the horizontal “Upton.’ 


INTERESTING TECHNIQUE 


Reba Martin, Inc., 145 West 45th Street, 
New York City, sells a colored post card 
service to retailers. In order to put over 
the story that color demands attention, she 
recently mailed two post cards simultane- 


ously to each person on her list. 


Both cards were identical and each card 
referred to the other card that was in the 
same mail. One card was printed com- 
pletely in black, while the other card was 
in full colors. Heading on both cards— 


“Compare!” 


The main sizzle . . . what a whale of a 


difference a few colors make. 








TICKER TATTLE 


If you want to see a most interesting 


treatment of an anniversary number of a 
house magazine, try if you can to get hold 
of the 40th Anniversary Issue of “Ticker 
Tattle”, the employees house magazine of 
Mackubin, Legg & Company, Baltimore, 
Maryland. They may not want to send 
out copies since some of the material may 
be considered confdential. But it is a 
swell job. 


One of the employees of the Company, 
during the 30 years she has been connected 
with the firm, kept a diary and she made 
her records available for this unusual cele- 
bration. 

The whole production is very interesting 
and in very good taste. It should have 
made a hit with all those who participated 
in the 40 years of progress. The Reporter 
extends its congratulations. 


SUGAR OR SALT? 


B. E. TOEPFER, President, Toepfer-Anderson 
Promotion Service, Inc., 580 Fifth Avenue, 
New York, recently mailed a letter headed, 
“Is It Sugar or Salt?” Below that heading 
was a small glassine envelope containing 
a white powdery substance. The first two 
paragraphs of the letter read: 


If you want to be sure you must taste 
it. You can’t tell by just looking. 


And it’s the same with direct mail 
organizations. They may seem alike, but 
actually you'll find a whale of a differ- 
ence between them . . . differences in 
service, quality, intelligence and price 
that are important to you. ° 

€ 


TOO MUCH PRAISE? 


You don’t NEED a subscription follow- 
up letter as far as I’m concerned! 


I can say without hesitation that I value 
The Reporter as an inspirational medium 
more than any other trade magazine—and 
I subscribe to three other advertising mag- 
azines. The Reporter is the only one of 
the four whose every word I never fail to 
read. I would sooner be without all these 
other three than The Reporter. So I hurry 
to send you $5.00 for my two-year sub- 
scription. 

Too much praise tends to insincerity, but 
while I’m in a back-patting mood I can’t 
miss saying how glad I am I bought a copy 
of the Direct Mail Course—it is stimulat- 
ing, practical and amazingly complete, 
with no limit to its use. 


Alan Legg 


47 Central Avenue 


Hartsdale, New York 


10 








We are located in a small town where there is no office supply dealer and we 
do not know where your nearest dealer is located—it may be Elmira, N. Y.—Binghamton, 
N. Y.—or Wilkes Barre, Williamsport, or Scranton, Pennsylvania—but any one of these 
is 50 miles or more away and we are not disposed to chase around these cities blindly 
trying to get in touch with such dealers. 


No, your competitors are not averse to selling direct by mail to well rated concerns. 
They also feel the least they can do is to give the name and address of nearest dealers 
a customer may contact if further interested. 


Why, after getting that letter this morning we would not install one of your 
products as a gift. You too can “go to hell.” 


Reporter's Note: We know exactly how Mr. Montgomery felt. We 
believe that the advertising business might be improved if there were more 
people like Mr. Montgomery who would tell the writers of poor inquiry 
answering letters to—go to hell. 


HERE IS A PROBLEM 


It is contained in a very interesting letter received from R. A. Childers, 
General Manager of Sales, Southern States Iron Roofing Company, Savannah, 
Georgia. 


This letter is prompted by one received this morning from one of our branch 
managers. We quote the letter: 


“Here is copy of a letter which we have been using for our fourth follow-up, 
which has given excellent results. Will you please have four or five hundred 
* copies multigraphed for us, as we plan to use this letter permanently.” 


This request is typical and raises in our mind a problem which we feel exists 
throughout the direct mail field and about which something should be done. 


Our own people are constantly referring to the “excellent results” secured from the 
use of a particular letter. In each issue of all direct mail publications which we read, 
letters are re-printed which have also produced “excellent results,” and in many cases 
the percentage of replies or inquiries produced by the particular letter is given. 


The problem which we consider acute throughout the direct mail industry, and 
including our own organization, is that in too many cases we conclude that the effective- 
ness of a particular letter is good: first, without having an accurate record of the results 
and, second, having an accurate record of the results, but having no other records for 
comparative purposes. 

We know in our own business that if a letter produces better than 10% inquiries, it’s 
a good letter; but 10% results can either be double or half of normal expectations in 
someone else’s business. Therefore, when this letter, with the results secured by us, is 
referred to in some direct mail publication without comparing the results with the results 
of other letters, the figure means little, if anything. After all, the effectiveness of any 
direct mail piece can be measured only by comparing results produced with those of 
some other effort. 


After reading the October Reporter and finding in it more information of value to 
us than in any previous issue, our conclusion was that the value of this particular issue 
is due largely to there being so much comparative information based on actual experience 
and tests. 


It is a result of these thoughts that we suggest that a campaign be carried on, urging 
direct mail people to draw no conclusions regarding the effectiveness of direct mail 
efforts without having results from other efforts with which to compare new results. 


If direct mail people would deal entirely with relative values, rather than concrete 
ones, our industry would surely be far better off. 
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Reporter's Note: Mr. Childers is right. Too many people are influenced 
by what they hear about “marvelous results” with Direct Mail. Too many 
people grab ideas used in one business and think they will work just as weil 
in their own. Of course, The Reporter believes that ideas can be adapted. 
And that’s why this magaine should be valuable. But we repeat the warning 
given to students in the Direct Mail School. Don’t believe anything you read 
or hear about Direct Mail until you have thoroughly tested it out in your 
own business. 


A REPORT 


The members of the Direct Mail Advertising Association have an Idea 
Exchange. Members upon request receive from headquarters, labels ad- 
dressed to all of the other members. Each member is supposed to send, 
during the year, a collection of his best work. 


Dudley Cassard, who used to be active up in Grand Rapids, and who 
made several reports to The Reporter is now connected with the California 
Fruit Chimes Company, San Gabriel, California. He recently sent an idea 
exchange mailing to all of the members of the Direct Mail Advertising 
Association and I think that the special letter he wrote deserves repeating 
here. 


Dear Fellow Member 
of the D. M. A. A.: 


Here’s a mailing piece that might be of some interest to you. There’s a story 
behind it! 


This is a conservative old firm, so absorbed in producing the best possible candied 
fruits that it just can’t be bothered about how to sell them. A good share of the 
new customers have come as a result of word-of-mouth advertising by other customers, 
although a few thousand circulars have been mailed out every year at Christmas time. 


Yours Truly is the upstart Advertising Man who saw the stack of unsolicited 
testimonials, tasted the product and determined to put the whole thing over in a 
large way (I hope.) But — — —what about those 3,309 Customers who have been 
used to receiving a certain type of mailing piece for the last 21 years? We decided 
that we would at least have to make our new mailing piece look like the old one so 
that it would be recognized as coming from the reliable old source of supply. The 
result is the enclosed folder. Just what it will produce we don’t know but we mailed 
out 12,000 of them and have been busier than the Dickens right up to Christmas. We 
hope it will continue to pull after Christmas. 


A few things we have found out from our previous test mailings: 


1. We get the best results so far from lists of Bank Presidents. 
2. They are twice as good as Bank Cashiers. 
3. The size of the city in which the bank is located doesn’t matter. (Except New 


York City which was a complete flop for us.) 


4. Top flight business executives produce about twice as well for us when addressed 
at their offices as compared with their homes. 


These tests were made with Government Postal Cards on a special offer with a 
unit of sale of $2.95. Now please don’t draw any conclusions front this but it’s the 
way it worked out for us on this proposition. 


How about swapping a few experiences on test mailings, copy, lists or what have 
you? I would be tickled to death to hear from you. Just use the enclosed return 
envelope. 


Drop me a line, won’t you, and let me hear what you're doing? 


Duptey V. Cassarp, Director of Sales 
California Fruit Chimes Company 
San Gabriel, California. 
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PUZZLE 





George Matthews of Sidney Blumenthal 
& Co.. Inc.. 1 Park Avenue, New York City 
sends one of their latest mailing pieces to 
us—a set of four pieces of blue cardboard, 
all of the same size as illustrated. The 
idea is to make a perfect square out of 


these four pieces. 


George didn’t think we could do it. But 
we did. Try it. 


LONG DISTANCE PLANNING 


Remember ... that a year ago, the 
American Airlines, Inc. sent out a ques- 
tionnaire to 100,000 business executives and 
they received 16,000 responses, giving re- 
actions to winter flying conditions? 

The Reporter has mentioned this beau- 
tiful example of questionnaire technique a 
number of times. In fact, we awarded it 


a “Gold Palm.” 


We are now glad to report that the 
sequel is ready for your inspection. Ameri- 
can Airlines have now issued a_ booklet 
which gives the result of the questionnaire. 
It gives the exact number of people who 
said yes or no to all of the questions asked. 
Because those questions were informative 
or descriptive questions, this new booklet 
is a powerful selling document. Same Dale 
Nichols cover as used on the original ques- 
tionnaire is used for this new booklet, with 
the addition of a blue label entitled, 
“America Takes a Test on the Facts about 
Winter Air Travel.” 


We understand that this booklet is being 
sent to all of those who were on the orig- 
inal mailing list of more than a year ago. 

Congratulations to American Airlines for 
a smart selling job. It is long distance 
planning deluxe. 
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HOUSE ORGAN BOOK 


Your reporter has just received the 
“House Organ Handbook and Review’—a 
book of 288 pages, written by Francis R. 
Groves and published by the Institute of 
House Organ Editors, Bedford Row 
Chambers, Theobalds Road, London, W.C. 


1, England. The price is 15 shillings ($3.00). 


Mr. Groves compliments your reporter 
by asking him to act as the American 
representative for the sale of this book. 
But, THE REPORTER is not in the book 
business. We have not had time to read 
the book, but it looks very complete and 
interesting. It will be in the library here 
at the Direct Mail Center. 


WATCH YOUR TIMING 


It is hard to plan for a deadline on a 
Direct Mail offer. Your reporter recently 
made an offer by mail on the Direct Mail 
Study Course. The deadline was January 
Sth. The letters were placed in the Post 
Office on a schedule which was figured out 
so that the letters would reach all those 
addressed three days before the expiration 
of the offer. 


Something slipped in various parts of 
the country and some of the letters were 
not delivered until three days after the ex- 
piration. Of course, we have received a 
number of “joshing” letters. 


The moral is... that you better not 
fix your expiration period too close to the 
anticipated date of arrival. 


s 
Perhaps Florida sunshine will cover up 
our blushes. 


WHO IS THE NAPOLEON OF 
ADVERTISING IN NEWARK? 


Was the startling title on a folder re- 
cently received by your reporter. It was a 
pop-up affair. As we opened the folder, 
a man’s smiling face popped up. The folder 
revealed that S. Koretz, of Koretz, Kopel. 
Ideas, Inc., 899 Broad Street, Newark, New 
Jersey, is the man. He tells a powerful 
story of startling increase in business pro- 
duced for various manufacturers. 


Your reporter does not know whether 
this is good advertising or not. But it is 
good to see an advertising agency doing a 
promotion job. We are afraid that the 
Napoleon tie-up is a little bit too bom- 
bastic. After all, Napoleon had his 
Waterloo. 
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ANOTHER THEORY BITES THE DUST 


By CHET SLOANE 


I have often wondered whether or not some of the accepted precepts of 
direct mail practice aren’t open to occasional challenge. But then, I’m a 
chronic challenger. I’m a bit slow about accepting a dogma until I’ve seen 
it proved to my own satisfaction. Of course, that’s a little unintelligent— 
and sometimes more than a little expensive—but it happens to be the nature 
of this particular beast and there’s probably nothing to be done about it. 


This ornate preface is intended to lead up to the fact that a recent ex- 
perience showed me that in at least one instance a very reasonable assump- 
tion in connection with direct mail formula went strictly haywire—a fact 
which may be of some value to your readers. 


Since the first of the year I’ve been out of the coupon-worshipping 
class, but I’m still in direct mail with both feet. Although in another and 
very satisfactory division of it. As advertising promotion manager of 
Parents’ Magazine I am in the eminently pleasing position of being able to 


take full credit for my successes without having my failures pinned on me. 


Among the devices we use to provide material for our sales force is 
the ubiquitous questionnaire. We have quizzed the women of America on 
almost every conceivable habit and preference of diet, recreation, health, 
and dress. The resulting statistics are turned over to the men as indications 
of the habits of our readers. 


Now an advertising promotion manager is almost as interested in the 
volume return of a mailing as the circulation manager or anyone else who 
is trying to draw cash and checks out of the Consuming Public through the 
medium of the Post Office. And so we test, as they do, and experiment, 
and forecast and are disappointed or pleased, just as they are. 


Some time ago the publisher of our magazine asked my help in com- 
piling a list of names of women for a specific purpose not germain to this 
discussion. Several methods of obtaining the list were considered and dis- 
carded, until it was decided that the women who answered our question- 
naires were ideal prospects for this purpose. 


“Why not provide a place for a signature on every questionnaire we 
send out,” the publisher suggested, “‘and compile our list that way?” 
I ee 


I was completely stopped by the suggestion. Ask people to sign ques- 
tionnaires? Why it was unthinkable! The whole foundation of the question- 
naire business lay in the guarantee of secrecy and anything that paved the 
way to a violation of confidence was certain to cut the response to the 
irreducible minimum. 


But the publisher had his way. He wanted the list and so the ques- 
tionnaire itself was to be laid on the altar of sacrifice. The next question- 
naire to go out bore three lines for signature and address, plus a carefully 
phrased paragraph as follows: 


You need not sign your name if you do not wish to. However, 
if you are willing to cooperate with us by answering similar 
questions in the future, we would appreciate having a record 
of your name and address. 
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The same statement was included in the covering letter with which the 
questionnaire was mailed. We put 2,000 pieces into the mail, with a prayer, 
and waited. 


Now the average response on an intelligent questionnaire will run be- 
tween 20% and 30%. This one, being somewhat difficult to answer in 
several respects, might have been expected to draw a response of 20% to 
25%. But when we tabulated the response we arrived at a figure slightly 
under 17%. Even this was better than I had expected, and the surprising 
feature of the return was that although a signature was merely solicited, not 
required, more than 95% of the replies were signed! 


We suspended judgment for the time being, sent out another mailing 
on a different subject, asked for a signature again in the same manner, and 
got a return of 24%! And again 95% of the returned forms were signed. 


We could not quite figure out the answer, either to the relatively high 
response or to the amazing ratio of signed questionnaires. So we decided 
to put the next mailing on a more scientific basis, with an accurate control. 
Subsequently we mailed two batches of equal numbers of the same question- 
naire to identical lists. One contained the request for a signature both in 
the questionnaire and the covering letter, the other made a point of the fact 
that no signature was required. 


We waited for the answer to the question that had risen in our minds. 
Was it true, as we suspected it was, that the high percentage of signed 
responses was. due to the fact that only subscribers who were willing to sign 
would bother to return the questionnaire? 


With the returns from this mailing complete we compiled the statistics 
of the response—and this is what we found: 


Signature No Signature 

Requested Requested 
Re is cali 19% 20% 
Signatures Received 0...........:ccccceccssee 94.% 4% 
Unsigned Forms Received. 6% 96% 





And so there we were. Another pet theory out the window. And the 
conclusion? It is two-fold as far as I can see. First, that Americans are so 
anxious to answer questions you can’t possibly stop them. Second, you can- 
not be sure of ANYTHING in this uncertain but highly fascinating business 
of direct mail! 


Reporter's Note: Yes, Chet, you have hit the nail on the head. You 
cannot be sure of ANYTHING in Direct Mail until you have tried it. How- 
ever, we devoted one evening of our Direct Mail School to Questionnaire 
technique. It seems to be a general rule that at least 50% of those returning 
questionnaires will sign if asked to do so. People like to be asked for their 
opinions. Few direct mailers realize the tremendous possibilities of survey 
work. We are glad you are using it so admirably. 


READ THIS NOTICE 


The contents of THE REPoRTER are NOT copyrighted. Anyone can use 
the material without further permission. Simply be sure the usual credit 
line is given to the author of the article and to the magazine. It is our hope 
that you will find the material worth reprinting. 
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MORE ABOUT WOMEN 


You may be interested to know that Mrs. 
Healy’s reaction to mailings with numerous 
offers is shared by many other women, for 
the mailing which you mentioned in the 
November Reporter brought what we con- 
sider very good returns. 


About 90 per cent of our customers are 
women. This mailing was sent to 35,000 
customers, including 1937, 1938 and 1939 
buyers from all over the United States. 
Eighteen inserts were sent out showing 
about 27 different types of articles, some 
of which were offered in various designs, 
making about 59 choices of articles not 
taking color into consideration. To date 
we have had 7.4 per cent return on the 
lists—as high as 16% on the current buyers’ 
list. The average sale was $4.60, sufficient 
to make a substantial profit on the mailing, 
which is still pulling after eleven weeks. 
Of course this mailing was sent out at our 
best buying season, Christmas, but we also 
had two catalogs for Christmas buying in 
the hands of the same people. 


After both catalogs had been sent out as 
well as the mailing mentioned above, we 
tested a postal card printed in two colors 
showing one item. This was sent to 5,000 
of our best customers and produced only 
2 per cent return on the list. 


You may be interested in knowing, too, 
that articles on the mailing are offered on 
a seven-day free examination basis and only 
about 15 per cent of those buying take 
advantage of this offer, the rest paying cash 
or charging. 


We have tried other ways of presenting 
merchandise—brochures, etc., and one or 
two items at a time—but we have found 
the separate inserts the most profitable, 
using as many inserts as we have items to 
cover them and as many as the postage 
will carry. 


Ruth Crowell, Adv. Mar. 
Vail Order Division 
Daniel Low & Company 
Salem, Massachusetts 


A DISCOVERY 


JOHN L. DEBRUEYS, Publicity and Public 
Relations Service, Houston, Texas, sends 
your reporter a letter saying that he has 
discovered “The Priceless Ingredient of 
Success.” 


His formula was printed on an attractive 
card, measuring 11” x 1344”, and mailed 
as a New Year’s Greeting. The formula 
is short and to the point: “Put SELLING 


into Your Words and Deeds.” 
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SPEAKING OF PATENTS 


It is rather late to reprint it, but did any 
of you see the article in the October 7, 
1939 issue of “The New Yorker” (page 
16) telling about the difficulties of the 
patent situation on reverse strikables,— 
those extra safe match folders with the 
scratchy part on their backs? 


“The New Yorker” in its whimsical way, 
tells how people have been patenting such 
match folders for the past thirty or forty 
years. Everyone seems to think he has a 


new idea. 


The patent office seems to be in the same 
quandary as it is with Direct Mail patents. 
In fact, the whole article reminded your 
reporter so much of the patent racket in 
the Direct Mail field that he was tempted 
to reprint the entire article and simply sub- 
stitute Direct Mail for reverse strikables. 


MORE ABOUT PATENTS 


There have been some attempts to patent 
Direct Mail pieces which show component 
parts of a piece of machinery by die-cut- 
ting the pages so that when the pages are 
turned, other parts of the machinery are 
brought into view. 


Digging through our files just the other 
day, we ran into a booklet printed by the 


Allis-Chalmers Manufacturing Company, 
Milwaukee, Wisconsin, in 1935. It is a 
54” x 84%” booklet advertising their 


Quick-Clean Motor. Each page is die-cut 
and as you turn the pages, it shows exactly 
how the different parts of the motor are 
removed for cleaning. 


Right hand pages are also die-cut to 
furnish indexes. 


GOOD FORMULA 


A PARAGRAPH taken from article by Charles 
B. Roth in the magazine “Proofs” is worth 
repeating here: 


Probably you’d be glad to know how 
you can make all your customers like you, 
wouldn’t you? Well, it’s simple enough. 
All you have to do is to like them. You 
will be interesting to people just as long 
as you take an interest in them and like 
them. As a matter of fact, this is the 
whole secret of a winning personality in 
one short paragraph. Read it again. 
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A LETTER TO TREASURE 


The following letter was written by C. P. McCormick of McCormick & 
Company, Baltimore. This we are told by “Uncle Jake” who seems to be the 
trade character of the Kalamazoo Vegetable Parchment Company, Kalamazoo, 
Michigan. The letter accompanied latest issue of KVP house magazine. 
A letter written by a father to a son just entering business. 
gives it to his son and to many other sons. 


Your reporter 


My Son: 


Be tolerant and open-minded, always keen to learn, but file it all in your head, not 
on paper like a student, for you are a man now. 


Success will come to you only through your desire to serve. By serving others sin- 
cerely, you will learn first-handed their attainments and their attributes. It will give 
you direction. Direction of mind coupled with physical effort will make your “dreams” 
practical. 


Learn to be practical—learn to do thoroughly every job assigned you, and you will 
win respect and confidence. 

Learn to love your work and think of it as a game. Apply your knowledge of good 
sportsmanship on the field of honor and you will win hearts-to you. Don’t cut corners 
or be unsportsmanlike. Give the winner well-earned honors, and he'll befriend you; 


belittle him and you only belittle yourself. 


Keep in mind always the necessity of forgetting yourself in the work and the work 
will make you. Rise through the plaudits of your inferiors and your superiors will 
take care of you eventually. 


If everything does not work out quickly to your satisfaction, blame yourself—and 
think. Think how you can improve yourself, your job, your work, and demonstrate it 
in action by cheerfulness. Be a sport—winning or losing—for one cannot stand on 
artificiality long. 


Learn to study people and distinguish the “four-flushers” from the real—the 
“bounders” from the go-getters, the “theorists” from the broad-visioned men, the “dud” 
from the thinker, and then you will know where to place your trust. 
good men will help you just as those with slothful men will hurt you. 


Contacts with 


Try to be unselfish and true to your lofty ideals, and in setting them high never 
sidetrack yourself by ways of smallness or imposition on those under you. Your call in 
life, after all, is the work of your choosing—so choose it well and stick. 


Enjoy men of all classes and you'll understand them. Frown on the “lowly” and 
you'll find them unfriendly. One cannot live successfully without friends, but do not 
pay for your friendship by lowering your standards. Be helpful without being proud 
and cultivate a keen desire to study people’s actions and habits, and remember that the 
future holds a place for students of man power. 


Take selling seriously and test your strength and weaknesses, then build them 
upwards. Selling is essential to attaining success and money, but, don’t worship money 
and don’t throw it away either for it is needful to attain social and business success. 


Make your business your major “sport” finally and your home life your personal 
happiness, and you should live a life that will bring memories that are pleasant instead 
of regrets in your older years. 


Happiness, I believe, is contentment of mind and soul, as a result of an earnest, 
honest endeavor to be helpful as you go down the short line of life. Serving makes 
fools out of some and wise men out of others, but remember the wisest and the foolish 
are not so far apart, after all, for both have sense—only one has lost his sense of 
direction and is drifting backward. 


Cultivate the habit of learning something daily and accept criticism with an open, 
appreciative mind. Express yourself if it will help the conversation, but abstain if it 
will detract. Be independent in thought, yet ambitious, but always be tolerant. Be 
truthful ever and for goodness sake encourage “humor” for it will help you over the 
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rough spots until you attain—what I know you will attain finally—‘Satisfaction of 
Living.” 

Create a spirit of service, enthusiasm, and willingness and you will find young as 
well as older men will wish you well and help you to climb the heights of success! 
Remember those that helped you, and, finally be unchanged in success and help others 
always in their climb by sympathy of understanding and encouragement, for you'll need 
others just as much to maintain your success. 


To know yourself is to insure these things that are good for you. 
PAL. 
Reporter’s added note: 


Since including the above letter in editorial matter for this issue, we 
have had an opportunity to see a direct mail piece issued by McCormick & 
Co. Anyone who can write such a letter would be expected to do a good 
direct mail job. And we are not disappointed. Try to obtain if you can, a 
copy of 32 page and cover booklet 514” x 8’, entitled “Modern Marco Polo- 
ing.” You perhaps read in other magazines of the unusual offices of McCor- 
mick & Co.—a replica of a sixteenth Century tea house of Old England. 
Here in this booklet is direct mail used to describe a visit to the offices, plant 
and supply sources of this fine organization. Booklet is well printed—but 
more important, copy is conversationally interesting and makes you feel as 
if you were actually visiting the plant. Congratulations ... and loud cheers. 


WHAT IS THE WORST CRIME 
IN BUSINESS? 


Your reporter would say: lackadaisical, indifferent method of answering 
inquiries. We have had other articles on the subject. It takes exaggerated 
cases to drive home the point. So ... here is another real case-history. A 


burlesque. But pay some attention to it. 
The inquiry letter: 


Consolidated Edison Company, 
4 Irving Place, 


New York. 
Gentlemen: 


I am interested in the General Electric radio-phonograph combination set that you 
are advertising at $23.00. If this is a superhet circuit, which I presume it is, since you 
state that it was made to sell at $59.95, and if it operates on direct current, you may 
install one at my apartment (No. 4) at this address on one day’s trial. The proprietor, 
Mr. Morra, will let your service man in, and will be responsible for the set while it is 
on demonstration. 


If necessary, I am willing to install a new, high aerial, but I will be satisfied with 
fairly good reception of nearby stations, without elaborate installation. If I can get 
WEAF with this set at this location, and if it is otherwise reasonably satisfactory, I 
will buy it. 


Yours sincerely, 


JOHN R. EVANS. 


The answer: 


Mr John R Evans 
41 Greenwich Avenue 


New York N Y 
Dear Sir 


Permit us to acknowledge your communication of December 20, 1939. 
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MAKE SELLING YOUR HOBBY 


is the title of the new “Prize Book” just 
issued by Belnap and Thompson, Inc., 309 
West Jackson Boulevard, Chicago, [llinois. 


This makes three years in a row that 
your reporter has had to go into raptures 
(or something) over the sales promotion 
book offered by those two masters of selling 
—Doug Thompson and Roy Belnap. 


We believe that this year’s issue is even 
better than the past two books. It is a 
big book 80 pages and cover, measuring 
10” x 14”. It is offered to manufacturers 
who want to run sales. contests. Same plan 
is followed ... of having “esquirish” car- 
toons on the left hand pages, and there are 
articles about selling by Elmer Wheeler, 
Dick Borden, Wiliiam Upson, Lionel Moses, 
Irving Cobb ...and they have’ even 
managed to work in George Petty. 


The caption “Make Selling Your Hobby” 
is cleverly worked in throughout the book 
to create a desire for prizes that satisfy the 
individual’s private hobbies. 


IDEA FILE 


FROM TIME TO TIME various readers of The 
Reporter ask us how to start an idea file. 
We are sorry that our stock answer is as 
follows: 


There is no fixed or best method. The 
system that would work for one would not 
work for another. Don’t make your system 
too complicated. Get a simple system: 
filing folders or boxes ... and then reli- 
giously put into them clippings and actual 
pieces. The fewer the classifications—the 
easier it is to keep your system up to date. 


HURRAH FOR THE 
ROTARIAN 


All you Rotarians ... be sure to read 
that article on page 15 of the January issue 
of The Rotarian. Title “Has Business Lost 
Interest.” 


Pollock. 


It was written by Channing 


It is along the same line as the crusade 
now being run by The Reporter. It gives 
a number of cases where companies have 
failed to follow up their advertising, or 
have smeared their sales by poor follow up 
or none at all. 


Boys and girls, it is getting to be a 
serious situation. Don’t let it happen in 
your business. 
















PUBLIC RELATIONS 


If you want to see a beautiful job of 
Public Relations, write to the Industrial 
Department of the Georgia Power Company, 
Atlanta, Georgia, and ask for a copy of 
their 48 page and cover, 744” x 10” book- 
let, entitled “Georgia on the March.” 


At first we thought that it was a good- 
will booklet issued by the State of Georgia 
and not until the next to the last page did 
we discover that it was produced by the 
Georgia Power Company. 


The book is most beautifully printed and 
illustrated and it takes the reader on an 
imaginary journey across Georgia, describ- 
ing the seasides, the mountains, the cities, 
the sports and the people. It is so intri- 
guing that your reporter decided immedi- 
ately that he must stop in Georgia on the 
way back from Florida. Perhaps we will 
have time to visit some of the good Direct 
Mail users in Georgia and report about 


them for February. 


» 
TICKLED PINK 


F. G. East. Manager, Field Service, West 
Coast Life Insurance Company, San Fran- 
cisco, California, recently won the “letter 
Here is his letter 


revising contest.” 


acknowledging the prize. 


Many thanks for the check, $5, which 
rewarded my contribution to your recent 


letter revising contest. 


I was “tickled pink,” not so much _ be- 
cause the treasury was fattened by an addi- 
tional five dollars, as from the thrill of, 
coming in “ahead of the field.” The mere 


fact of winning carries a real kick. 


Needless to say, I read “The Reporter” 
carefully from cover to cover, because such 
perusal pays substantial dividends of prac- 
tical ideas. 


Reporter's note: We will have some more 
contests soon. 


= 
NEW STOCK PHOTO BOOK 


YOUR REPORTER has just received from A. 
George Miller, Inc., 43 East Ohio Street, 
Chicago, Illinois, an attractive stock photo 
book. It is priced at $5.00, but that amount 
is refunded on receipt of the first $10.00 
print order. 


We like the way the stock photos have 
been separated into subject divisions, such 
as Scientific —- Business — Domestic — 
Occupations — Sports — Men — Women 
— Children, etc. 
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your letter. 


We shall send a representative promptly to discuss with you the subject matter 


Very truly yours 





E. F. Jeffe, Vice President 
Consolidated Edison Company of New York, Inc. 


The incensed rebuttal: 


Consolidated Edison Company, 


4 Irving Place, 
New York, N. Y. 


Attention: Mr. E. F. Jeffe 


Ladies, Gentlemen, and Dear Mr. Jeffe: 


Permit me to acknowledge your communication 
elging my communication (letter) of December 20, 


(letter) of December 22, 1939, acknowl- 
939. 


Naturally, I should be most happy te welcome any representative of the vice-president of 
the Consolidated Edison Company at any time, and to join with him or her in the discussion 
of any subject-matter that the vice-president of the Consolidated Edison Company might con- 
sider a fit and suitable matter for discussion between us. 


But, really, Mr. Jeffe, may I be pardoned for suggesting that the subject-matter of my 

December 20, 1939 does not seem to me to offer a very wide or 
worthwhile field for discussion. I fear that the subject-matter under discussion would necessarily 
be limited to little business and few words, hardly enough to make a short scene, and would 
not justify the trouble and expense of your sending a representative all the way from Astor Place 
and 14th Street to Angelina’s Hostelry and Italian Restaurant in Greenwich Village (adv.). 
It would probably go something like this: 


communication (letter) 


REPRESENTATIVE: 


CAPT. JOHN EVANS: 


REP.: 


EVANS: 


REP.: 


EVANS: 


REP. 


EVANS: 


REr.: 


EVANS: 


REP.: 


EVANS: 


So, you see, Mr. Jeffe, what’s to be gained by ‘“‘discussion.”’ 
either your radio is a DC superhet or it 1s not. 


or it will not. 


Outside of door, Apt. 4. Knocks. 


Sprawled in easy chair, inside, 
reading Daily News Comic Sec- 
tion. Goes to door; opens 2% 
inches. 


Plants left foot over door-sill, 
2% inches. 


Braces left knee and leans against 
door, to hold the 2% inches. 


Opens card-case, pulls out card, 
pushes it through 24-inch crack. 


Pushes hand with card back 
through 2%-inch crack. 


Leans heavier on left foot, 
against door. 


Leans heavily against door. 


Leans heavily against door. 


Opens door additional half-inch. 


Moves foot forward half-inch. 


Throws door wide open, catch- 
off balance. Pushes 
REP. heavily in chest with right 
hand and slams door. Goes back 
to easy chair and Daily News 
Comic Section. 


Finis. 


Rat-ta-tat-tat. 


Whaddyawant? 


Oh, goodevening, goodevening, 
I’m looking for Mr. Evans; this 
is his apartment, is it not? 


Which Evans. They’s lotsa 
Evanses in New Yoik. 


I’m Mr. Spelvin, of the Consoli- 
dated Edison Company. Mr. 
Evans inquired about a radio.... 


All right, all right, I know all 
about it. Where’s the radio? 


Well, you see, I just thought 
I’d drop around and talk things 
over first. ... 


Stow the gab! Where’s the 
radio? We don’t have to talk 
things over with no salesman. 
We got the dough. Let the 
radio talk for itself, if it can. 


I just thought I’d look over 
the installation and see whether 
any special equipment might be 
needed, such as special aerial, 
duplex, wave-trap ... in order 
to give you the best service. ... 


Lissen, mister, I ain’t got no 
time to chew the fat with you 
about nuthin. Have you got the 
radio or ain’t you? Let it talk 
for itself. 


Well, you see, sir, our radios 
have to be installed by the regu- 
lar service men from the factory, 
and we have to look over the 
installation and see if any spe- 
cial equipment might be neces- 
sary in order to give you the 
best service, such as.... 


Garn! 


Kinyu imagine, dese dum Noo 
Yoikas trying to woik a real 
grifter. 


The situation is simple: 


Either it will copy WEAF here at this location 
So, if you are game to let me try it for one day, I will promise to buy it 


if it will do what one expects any good radio set to do under normal circumstances. 


May I add that I am an old-time advertising man, age 51; I am accustomed to selling 
people things they don’t want or need, at prices that they cannot afford to pay; I thin 


all customers are suckers, 
anything better than that, dish it out. 


I forgot to say, I am M R A, if you know what that is. 


and I always use the emotional appeal. 
I’m waiting to be took! 


get busy and get on the band-wagon. 


Now, if you’ve got 


If you don’t, I suggest that you 
(Continued on Page 18) 
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ere a’re the Facts eee , for You / 


The First and Only Complete 
Study Course in Direct Mail 
Advertising Planning. 


* 


Twelve Instructors handle 


twelve BIG Sections. 


* 
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charts, illustrations and exam- 
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ples of correct technique. 
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Packaged in attractive gold- 





stamped binder with sections 
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indexed for easy reference. 


KOaY 3524 


NN 


the REPORTER ibs) dae 0); 
8 iN DIRECT MAIL ADVERTISING 


yes BNE L 


* 
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substantial, authentic facts 





BO % caaeet> 


about the formulas for success 





in Direct Mail Advertising. 


‘It will be the Bible of Direct Mail for years Ae *" . .. says L. Rohe Walter, Advertising 
Manager of Flintkote and President of the D.M.. “— exactly what I have been hwping for. 
Send another copy for my assistant who will use . ‘or home study’’ ... says A. E, Puls, President 


of The Fort Massac Chair Co., Cleveland, Ohio. 


THE LAST WORD ON THE BIGGEST SUBJECT IN ALL ADVERTISING 


In September of 1939, THE REPORTER announced that the The men who participated in building this Jast word in 
proceedings of The Direct Mail School might be produced in Direct Mail are: Richard Messner, Forms and Uses. Hunter 
manuscript form—if enough people were interested. Enough Snead, Selling Facts. Rohe Walter, Management. Briant 
. were. At the start of the New Year the complete Course Sando, Appeals. Robert K. Orr, Letters. Frank Egner, 
is ready for those who want all facts about Direct Mail. Direct Selling. William Longyear, Design. Edward Mayer, 
This new study Course in Direct Mail Advertising is packed Production, Robert Collier, Copy Writing. Leonard Ray- 
with facts . . . not theories. It contains the combined mond, Research. Jules Paglin, Retailing. Henry Hoke, 
experiences of twelve practical men .. . not just the ideas Ideas and Formulas. 
of one author. It is designed to remove forever “hit or These twelve men give you the combined experiences of 
miss’ tactics from Direct Mail. two hundred working years in Direct Mail. 


The price for complete Course is $30.00 
A Limited Edition ... GET YOUR COPY WHILE COPIES STILL AVAILABLE 


S) R SEND YOUR ORDER AND CHECK TODAY TO 
4 eporter ...- 17 EAST 42nd STREET ... NEW YORK, N. Y. 
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1,000 Addresses from one smooth-flowing 
roll of EVER READY “Speed-o-Rol” 
Address Labels. 1x 3 blank, gummed LABELS 
of whitest bond... in perforated rolls. 


Prices are low and the holder is free. 


For typewriter-addressing without lost 
motion. Single, or interwound with carbon 
for additional copies for card records, 
follow-up mailings, etc. 


For automatic addressing equipment, too! 
Let your typist try them. Ask for prices 
Samples FREE...Write today 


Ever Ready LABEL 


145-SS EAST 254 ST... @ NEW YORK CITY.NY 





* 
BEST BROCHURE 





There ought to be some sort of a prize 
for the best brochure of the year. If there 
were such a prize, we feel it would go to 
Mr. J. Dilot, Advertising Manager of A. O. 
Smith Corporation, Milwaukee, Wisconsin. 


Book consists of 62 pages and cover, 
measuring 844” x 11”. Cover gold em- 
It is a complete presentation of 
Smith Casing. Mostly of a technical na- 
ture, but 100% 
typography, illustrations and copy. 


bossed. 


modern in its format, 


No use to attempt to describe it in these 
pages. One interesting point. Page num- 
bers are printed in red within a circle and 
are placed on the outside margin about 
one third of the way down on each page. 
They appear just about in the position 
where the fingers hold the book open. It 


has to be seen to be fully appreciated. 


18 








Another thing I may as well mention, of little or no consequence to anyone but me, 
because I am a perfectionist, a 100-percenter. One misspelled word can spoil for me an other- 
wise perfect essay, so, 1 am herewith giving you back something that you sorely need: 
punctuation! 


If you will refer to your short note to me, you will see that there is a serious deficiency 
of periods and commas. Sure, I know, it was done deliberately, for show-off, but I SAY, 
CONSISTENT! You saved the following commas and periods, and what did it get you?: 
periods 3, commas 9, colon or something 1. Is there such a thing as typography? Is it an old 
science? Are you above and better than it? Garn! You and your young ladies: WFR and LD, 
are just trying to show off: exhibitionism—a branch of Inf.Comp. Get it? 


Well, I got to go to bed some time, so, adios. 73. 
JOHN R. EVANS 


SOUND ADVICE FROM A BANKER 


Even the Bankers are analyzing and explaining direct mail. Our watch- 
ful auditor spotted an article by William R. Spinney, trust advisor, The Anglo 
California National Bank of San Francisco, in Trusts and Estates giving 
nine normal sources for developing trust business. 
for source 4. 


His reasoning is good 


TYPES OF DIRECT MAIL 


Direct mail and personal solicitation are inextricably interwoven. 
followed by personal solicitation is wasteful, because for every customer whom it prompts 
into action, it arouses many to a receptivity which only personal contact can convert 
to action. If this personal contact is long delayed the receptivity gradually fades, until 
no substantial benefit from the advertising effort remains. 

Personal solicitation not preceded by effective pre-approach advertising is likewise 
wasteful. It is like sowing without ploughing; most of the seed will never root. Adopt- 
ing trust service is accepting a changed practice with reference to a very fundamental 
Men do not do that carelessly, nor without understanding fully what they are 


Direct mail not 


interest. 
doing. 
There are two types of direct mail: pre-approach mail to be followed by solicitation, 


and general direct mail for the cultivation of a list. They are equally important, but 


should not be confused. The first leads to early action. The second creates, or main- 
tains, a general attitude. Customers already secured, or those to be exposed to pre- 
appfoach later, and groups such as judges, attorneys and life underwriters, should be 
the objectives of the general types of direct mail. A campaign to secure replies from 
prospects partakes of both types of direct mail, and has its proper place, but it is not 
a substitute for either. 


Incidentally, your reporter notices that the subscription price of Trusts 
and Estates, published by Fiduciary Publishers, Inc., 50 East 42nd Street, 
New York City, is $5.00 per year. I'd like to be able to answer the anony- 
mous letter from someone in Oklahoma City telling us that the price of The 
Reporter is altogether and outrageously too high. How much is too high? 
If all this digging for information and reporting the facts, isn’t worth 25¢, 
what’s the use in it anyway? If your reporter had the nerve, and if he felt 
at all times like he does at the tail end of editing each issue, he would 
probably raise the price to ten. 


HOUSE MAGAZINE LIST 


Printers’ Ink Monthly, 185 Madison Avenue, New York City, in their 
issues of November and December 1939 and January 1940 published a list 
of House Magazines. 

They have now reprinted this list of about 900 titles in an eight page 
folder which is available at 25c. per copy. 

This is the most complete list now published, but The Reporter believes 
that it covers only a fraction of the field. We have been working for quite 
some time trying to collect copies of all publications, and some day we hope 
to have the job complete . . . giving not only the names and addresses of the 
house magazines, but also vital statistics, such as size, purpose, etc. 
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WHEN TO USE DULL 
Booklets and catalogs, the heavy artillery of mail selling, have made argon vrei ae a 
! " . ihe ’ oom . It is made primarily for high quality 
— progress in eye-appeal and sales effectiveness during the past sate eth Aunliie, Ceemen: cates le 
ew years. chrome is rich in appearance and feel, it 
is not an expensive paper. 

2. For booklets and folders featuring 
seasonable merchandise or products which 
can be accentuated by pastel colors. Poly- 
chrome comes in white and eight fresh 
clear tints—Green, Orchid, Ivory, Blue, 
Tan, Rose, India and Gray. 

$3. A.wuutversary booklets, or picture books, 
containing impressive fine screen halftones. 

. It is a finely coated non-glare paper. 

; 4. The same kind of booklets printed 
by the offset or multilith process. Photo- 

; graphs reproduce more sharply than on 

| the conventional offset stock. 

5. College and High School Annuals. 
Its photo reproduction qualities and rea- 
sonable cost make it popular in this field. 

6. Annual statements of corporations. 

t A rapidly increasing number of corpora- 
‘ tions are featuring company products and 
other human interest photographs in their 
t statements to stockholders. 
] 7. Catalogs for which an outstanding 
quality impression is desired. In spite of 
. its quality appearance and feel Polychrome 
is a moderately priced paper. 
“ 8. Frequently the content of a booklet 
1 requires the use of both uncoated and 
e coated papers combined in the same issue. 
Polychrome is ideal for this use as it con- 
tains no shine to contrast with the un- 
I coated pages. 
it 
le 
e 
o Here are a few typical booklets that have produced results for different 
. types of users. All are illustrated with fine screen halftones on Polychrome 
Dull Coated book paper. 
" Advancement in illustrations and typography have played an important 
t, part in making booklets more attractive, readable and effective. The same PO LYCHROME 
j is true of paper. We all remember when it was standard practice to print : ‘" COATED Bog ' 
Ye booklets on glary, high-gloss enamel. This is no longer necessary. 
; P 
: Polychrome Dull Coated Book is made by a new process expressly for ACK E i 
y 9 booklet use. It is entirely free from glare. High quality is reflected in rich- | 
lt ness of appearance and touch. Fine screen halftones come up beautifully. 
id It is easy to print—no fuzziness and no filling-up of halftones. 
Polychrome comes in white and eight beautiful tints to harmonize with a 
ither s d 
either season or product. It handles equally well on all types of printing FREE PACKET OF IDEAS 
equipment—letterpress, offset, multigraph or multilith—and takes pen-and-ink 
signature perfectl THIS PORTFOLIO contains a number of 
I y: pieces which demonstrate the remarkable 
, , . ; rintability of Polychrome as well as com- 
This versatile dull coated paper is also widely used for other than con- 7 na of color samples. There are 
™ ventional selling booklets:—High School and College Annuals—Year Books also several unusual pieces of interest to 
as and Anniversary picture books for many types of industries and institutions the sen PY vt in search - 
iS Pas. new airect mali 1daeas, our copy Is ready 
annual stockholders reports by corporations wishing to include interesting without cost or ebligation. Please sequest 
pictures of their products or operations. it on your business letterhead. 
ye 
- THIS ENTIRE PAGE IS AN ADVERTISEMENT OF 
te THE APPLETON COATED PAPER CO. 
pe 1040 WISCONSIN AVENUE APPLETON, WISCONSIN 
= Be sure to send for the free “Idea” Packet offered. It will prove 
a big help to you in planning effective booklets and folders. 
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HAE 
Mc GRAW-HILL 
DIRECT MAIL LIST SERVICE 


For the industrial and trade adver- 
tiser, selections can be made by func- 
tions, industries, size, location, etc. 
Hundreds of the leading industrial 
marketers use these lists exclusively 
for their direct mail promotion. 


* 
Many of the outstanding mail selling 
organizations have for years success- 
fully used these lists which include 
only men with known _ responsible 
positions in business. 


* 


TO INCREASE YOUR MAIL 
ADVERTISING RESULTS 


Write for Details Today! 
DIRECT MAIL DIVISION 


McGraw-Hill Publishing Co., Inc. 
331 W. 42d St., New York, N. Y. 














\ 2 


BETTER GET AN 


Auto-typidst 


Send for Descriptive Material 


American Automatic Typewriter Co. 


614 No. Carpenter St. 320 Broadway 
CHICAGO, ILLINOIS NEW YORK CITY 


“Letters as individual as your finger print” 
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UNSPECTACULAR SELLING FOR A 
SPECTACULAR AFFAIR 





One of our southern reporters sends us a copy of a letter mailed out by 
the New York World’s Fair to sell space in 1940. It is a four page affair, 
which folds into a self-mailer, which is boldly marked with a permit indicia 


and heavy type reading—“A Message From The New York World’s Fair.” 


Printed in black on white paper. The two inside pages give testimonials 


from exhibitors during 1939. The first page reads as follows: 


A Letter from the Chairman of the Board to the Manufacturers and Businessmen 


of America: 


The Board of Directors of the New York World’s Fair has decided, in response 
to popular demand and the expressed wish of the President of the United States, to 
reopen the Fair in 1940. That this has been truly an Exhibitors’ Fair is evidenced by 
the fact that the response of our 1939 exhibitors to an invitation to participate again 
next year has been almost unanimous. Many have reported publicity and sales results 


far exceeding their most optimistic expectations. 


We shall soon allocate exhibit space for next year’s Fair and should like to suggest 
that you consider participation. The fact that construction costs were charged to the 
first year of operation makes possible a reduction of almost one-half in space rentals 
this coming year. We believe with a full presentation of all facts you might conclude 
that you would be making a sound investment by participating. 


In any event, we should appreciate an opportunity of having a member of our 
Department of Exhibits discuss the matter with you. Will you give us permission to 


present the facts to you in person ? 
Hoping to hear from you favorably, I remain, 


Sincerely yours, 
(s) H. D. Gipson, 
Chairman of the Board 


Reporter's Note: It may be a good idea if the promotion people of the 
World’s Fair would study some of Frank Egner’s or Bob Collier’s formulas. 
The heading is wrong. The letter is wrong, the slant is wrong—the whole 
darn thing is wrong. Imagine advertising the World’s greatest show—amount- 
ing to more than a hundred million dollars—with a cheap, flimsy, egotistical 


mailing. Our reporter, in his letter to us, commented: 
All of us surely hope that the success of the Fair in 1940 will exceed the 


effectiveness of this piece of Direct Mail, as it doesn’t seem to us that it is likely 


to be a very powerful selling piece. 
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WRITE RIGHT NOW 


for this Demonstra- 
tion portfolio which 
shows by actual ex- 
amples the six ways 
you can profit by us- 
ing Varityper . . 

the Composing Type 
Writer with change- 
able faces and spaces. 


Speaking of Answering Inquiries: We be- 
lieve that The Reporter should be encour- 
aged in its campaign to have more attention 
paid to answering inquiries. Here is our 
contribution to “the cause.” An attractive 
9” x 12”, 2 color, four page portfolio with 
inside pocket holding specimens. Is 
mailed in Duplex Envelope with personal 
letter for every inquiry. Write for a copy. 


Note: Many readers of The Reporter have written for 
this demonstration portfolio. We are repeating this ad- 
vertisement for those who forgot to write for their copy. 


RALPH C. COXHEAD CORPOR’ TION ¢ 17 Park Place °* New York, N. Y. 
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GET PAYMENT 
WITH ORDERS! 
USE ORDER - VELOPES! 


The one unit order blank and envelope 
with a completely formed envelope 
pocket that carries checks, money 
orders, currency and coins in perfect 


safety. 


pone 
uN y nt 


* * 
-.* 
- 


INSIDE VIEW OF ORDER-VELOPE SHOWING 
ORDER FORM COPY AREA AND COMPLETELY 
FORMED ENVELOPE POCKET. 


BACK VIEW OF ORDER- 
VELOPE AFTER MAKING 
ONE FOLD. 








ORDER-VELOPE COMPLETELY 
FOLDED, READY FOR MAILING 
ORDER AND REMITTANCE. 


Use the new ORDER-VELOPE as an 
enclosure in direct mail, as an invoice 
or statement enclosure, as a package 
enclosure, as an enclosure in catalogs, 
books, broadsides, pamphlets, for 
counter distribution, and for every 
mail order effort that requests a 
return enclosure. 


Write for samples and prices today! 
THE SAWDON COMPANY, Inc. 


230 PARK AVE., NEW YORK, N. Y. 
MUrray Hill 6-1566 
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A GOOD LETTER 


That’s the label placed on the following letter by reporter Hunter Snead, 
who in sending it to us, says—‘“It is better to ask for a dollar and get it than 
to say,—please make a contribution.” Hunter thinks that this letter should 


have pulled a flock of dollar bills. We hope it did. 


“PARALYSIS ENDS LOU GEHRIG’S CAREER” 


Remember that headline in June? And your reactions? 


“Impossible! The Iron Man of Baseball. The home run king. The idol of millions 
of boys. The physical specimen so perfect that he could play in 2,130 consecutive 
games. He, has infantile?” 


Impossible! Yes, but true. 


And not only true, but typical of the insidious way in which paralysis works. No 
man so strong, no baby so isolated, no child so bursting with health—no family so 
distinguished, no home so luxurious—as to escape its indiscriminate, ruthless grasp. 


You needn’t go to newspapers for cases. You know of them. Whether near to you 
or not, each seemed “impossible” when it struck. 


This can’t go on, and it won’t, if we will sustain the determined scientists, who vow 
that this killer must go the way of smallpox, diphtheria, and now, pneumonia. 


The Foundation reports progress in isolating the germ, in better methods of treat- 
ment, and in more extensive aid to needy victims. But the problem remains. Four 
times as many cases were reported last year as in 1936, with an epidemic right here 


in New York. 


What can you do? Transfer a dollar bill from your wallet to the envelope enclosed. 


And mail it, now. 
= 


That will help to end these days of exclaiming “Impossible!” “Impossible!”, and 
p ) ~ p p 
wondering every time “Where next?” 


Harold J. Gallagher, Chairman 
The National Foundation for Infantile Paralysis, Inc. 


ll Park Ave. Terrace, Bronxville, N. Y. 


If You Lihe his Gisue _— 


and if you are not a regular reader of The Reporter, you will be 





doing yourself a big favor by subscribing now. Know what is 
going on in the Direct Mail field. Adapt the successful Direct 
Mail ideas passed along to you through the pages of The Reporter. 


Subscription Rate $3.00 Special Two Year Rate $5.00 
THE REPORTER 17 East 42nd Street, New York City 
Use the Handy Coupon Below 
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DON’T WAIT FOR CUSTOMERS 


THE MANUFACTURER Of Simmons couches 
and Beautyrest mattresses recently issued a 
dealer help folder offering various kinds of 
Direct Mail pieces produced by that em- 
bossing process which makes the cloth look 
very realistic. 


We like the advice given to the dealers 
on the first page of the sample portfolio. 
It reads: 


Eye appeal is the important factor in a 
mailing piece. Note the color ... and the 
realistic texturing on these folders. Their 
life-like, third dimensional appearance is 
next in value to viewing the actual mer- 
chandise. This Planned Advertising cre- 
ates the urge to buy. 


When the mountain failed to come to 
Mohammed . .. Mohammed went to the 
mountain ... So if your customers do not 
beat a path to your store to buy SIMMONS 
products, use direct mail and go to your 
customers. 


There are 130,000,000 people in the 
United States all of whom have daily needs. 
Don’t wait for those you deal with to come 
to your store, but go after them. Use these 
folders to let them know that you are an 
active Simmons dealer, and that you are 
ready to render a satisfactory service. Cus- 
tomers will come to your store to buy. 





ANSWER TO A PUZZLE 


On page 13 of the report for November, 
Charles R. Francis, Service Manager of 
The Canadian Indemnity Company, Winni- 
peg, “.anada, presented the following poser. 


A man has a lot 400 feet long and 200 
feet wide. He wishes to construct a con- 
crete walk three feet wide, diagonally 
across the lot from opposite corners. The 
opposite diagonal corners of the walk inter- 
secting with the opposite diagonal corners 
of the lot. What will be the area of the 
ground covered by the walk? 


The answer given is 1324 feet but the 
thing is how to arrive at this answer. 





We told Mr. Francis to give us the 
answer. It arrived and consists of two 
typewritten pages of complicated mathe- 
matical equations, which we will not even 
attempt to print, since between the printer 
and the Reporter staff we would be bound 
to have typographical errors. If anyone is 
interested, we will be glad to loan our 
copy of the answer. 
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THE MOST TALKED-OF 
PRIZE BOOK 7 America. a 
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Better than the 


"Excellent! thing!" 


1939, and that’s some 


"Carries plenty of food for 
thought in direct relation 
with sales-getting activi- 
ties." 


"Unique and different!" 
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BELNAP and THOMPSON’S 


1940 PUSH BOOK’ 


CONTAINS: 80 PAGES, making available almost 2000 of the 
FINEST MERCHANDISE PRIZES ever gathered together—90% 
Nationally Advertised, with Illustrations in Black and White 
and FULL COLOR ...COMPLETE “HOBBY” SECTION made 
Interesting with Pictures and Stories of the Hobbies of 
Famous People such as IRVIN S. COBB, GRANTLAND RICE, 
EDWARD G. ROBINSON, MAJOR LENOX R. LOHR and others— 
ARTICLES ON SELLING by Famous Authors, including RICH- 
ARD C. BORDEN, ELMER K. WHEELER, WM. HAZLETT UPSON 
—Pointed SALES CARTOONS in Color. 


Fes 


50 or more salesmen 






To appreciate fully why this new type 
of prize book gets better results, com- 
pare it with any prize book you have 
ever seen. Send for a complimentary 
copy and complete information. 


BELNAP and THOMPSON, inc. 


Creators and Producers of ‘'Push Plans’’* 


309 West Jackson Blvd. * Chicago 
New York City Office: Graybar Building 


*Reg. U.S. Pat. Off 
















































We invite inquiries from 
mail sellers who wish 
to increase profits by: 


@ Renting lists of known mail 


buyers for their own use. 





2) Renting their own lists to 
other non-competing mail 


sellers. 


D-R Special List Bureau 


Division of 





DICKIE-RAYMOND, Inc. 
80 Broad Street 


Boston 





HELP YOURSELF TO 











THE FOLLOWING INTERESTING ITEM is taken 
from a large and comprehensive survey 
made during the closing days of the World’s 
Fair by Sanford Griffith of Market Ana- 
lysts, Inc., 347 Madison Avenue, New York 
City. 


“A characteristic of people at a fair al- 
ways was that they lugged home tons of 
literature. Such was less the case at this 
fair owing to the long distances. The ques- 
tion was asked what they remembered hav- 
ing read, because too much of it taken home 
is not read. Also a waste-basket check 
around several of the industrial exhibits 
showed a high percentage of waste printed 
matter. There is a real question about the 
value in terms of prospects of much of it. 
Also some single sheet circulars seem in 
some cases to have made as effective an 
impression as an entire book. In order of 
recall in reading, the following were the 
first twelve. 


Wiuiat BookLets Asout INbDuUSTRIAL EXHIBITS 
AT THE Farir Do You REMEMBER 
HavinGc Reap? 


% 
Ford 966606580480 608 0464668 0s 8668 eH OOS 23.9 
0 ee ee 13.1 
De ici necrvnn cs eatdsseebae caeuneds 13.1 
i ei CECE eek awn é 9.1 





NAME.............. 
FIRM 
ADDRESS 





PRINTING PROMOTION AT THE FAIR 





I ic cn Ceccen out eeee eee sees 7.0 
aa rs Oia ia etisalat ate 6.1 
 DttCh Cette eee aaekewe 4.8 
Dt tase te ieee eiadeddas 4hetaeaskacens 3.5 
ENR a er ee mee 3.1 
ee ee a ee ee 2.6 
SE fie En ote d oak an dedewe id ek 2.1 
NN (eth oe eee eee el ea idea hee ae 1.3 
DE dudect eda sievadnes bedeastekenks 10.3 

We widdeeascceuesiinsiadeciodes 100.0 


Reporter’s Note: During the early days of 
the first year of the World’s Fair, the Direct 
Advertising of the exhibitors was a pretty 
sorry mess. Your reporter commented at 
that time that the exhibitors had spent so 
much money and so much effort in plan- 
ning their exhibits that they had forgotten 
the follow through. 


The only organization that seemed to be 
fully prepared was General Motors. There 
was a frantic rush during the summer 
months to build promotion pieces to hand 
out to the visitors. With a year’s experi- 
ence behind them, the exhibitors for 1940 
should start planning now to do a bang-up 
job of printed selling, or of “following- 
through.” 


We will keep our fingers crossed. 


INCREASED SALES ... . Clip and Mail this Coupon Today! 
CURTIS 1000 INC. 


Gentlemen: Send us samples of MONO-POST Envelopes 
and tell us more about increasing sales through use of 
Two-Compartment Envelopes. 














~ 


HARTFORD, CONN. ST, PAUL, MINN. CLEVE 
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PHOTO ENGRAVERS since 1872 


E HAVE been making 
"oe plates for more 
than half. a century... We 
offer you the facilities of a 
modern well equipped plant, 
where skilled and competent 


craftsmen give equal care to 


the simple line engraving eye 


1d oX= We seXos=] Moreyeeh ol bler-hc-10 WN ob deler=ts1- 


elojlos an iiela 
* 


DAY AND NIGHT SERVICE 





PONKER “MOSS inccurceaten 





460 WEST 34TH STREET-NEW YORK CITY Phone 
for a 
Representative 





MEdallion 3-0440 
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ANY LETTER 


Worth Its Postage 
Is Worth 


A NAHM LETTERHEAD 


Half the effect of a letter is nulli- 
fied—if it goes out in the mails on 
a colorless, commonplace letter- 
head. 


Hundreds of business leaders are 
adopting NAHM PHOTOGRAVURE 
ENGRAVED LETTERHEADS, because 
they find it good business. No 
others possess the grace and art- 
istry and class atmosphere that 
make Nahm letterheads outstand- 
ingly superior. 


[Individually designed by toprank- 
ing specialists, Nahm _ Photo- 
gravure Engraved Letterheads 
will give your letters that well 
groomed look which commands 
instant attention. You will be 
proud to sign your name on a 
Nahm letterhead. 


Ask us to send you the free Nahm 
portfolio of samples. Then let us 
tell you how surprisingly little 
more these superb _letterheads 
cost. There is no obligation when 
you request this portfolio. It tells 
the Nahm story at a glance. Send 
for it today! Write on your own 
letterhead to: 


Nahm Photogravure Company 


352 FOURTH AVENUE NEW YORK 











WHAT’S IMPORTANT ABOUT 


A FOLDER? 


Last month we gave you an article on “Do Dealers Waste Advertising 
Material,” written by Richard Messner of E. E. Brogle & Co., New York, 
for a series of Minute Books. Another Minute Book has now been prepared 
and the copy is well worth passing along to you. 
Millions of dollars are wasted annually in the production and use of 
folders, chiefly because of 
. unintentional but costly underestimation of their importance, 
. resultant lack of planning, incompleteness of message, and mal- 
distribution—and 
. insufficient premeditation of and consultation on _ production 
efficiency. 
Upon your knowledge of folders—their creation, production and uses— 
may depend the success or failure of an important advertising effort. 
Folders are the most extensively used of all printed advertising forms. 
“What makes them click” is measured in terms of results. An inexpensively 





produced folder may prove costly—an expensive one, economical. 

Folders are usually the medium used to bridge the gap between a letter 
and booklet, to advertise, publicize, or directly sell your product or service. 
Here are a few highlights which may interest you as a checking guide in 
analyzing your folders. 


CONCEPTION OF COST COMES FIRST 
Before calling in an architect to plan a house, you would decide first in 
your own mind about how much money you want to spend. Likewise, every 
advertising manager usually advances first in his preliminary thinking the 
question, “How much can I spend for this activity and what can I get out 
of it?” Even the simple folder may be a major activity and here are a few 
questions on which to focus your sights: 
What coverage is expected at what cost? 
Will the use of these folders at that cost permit comparison with another medium 
of advertising on a result expectancy basis? 
Should rigid control of distribution be exercised to permit the production of a 
smaller quantity but a better folder? 
Or, would it be better to produce the folder very inexpensively and gain wide 
distribution? 
Arrive at a general cost basis for determining format. Know how far you 
can go and yet be economically sound. 


DETERMINING THE SIZE 
Manner of distribution and a prior knowledge of the full use of your 
folder are essential guides to size and shape. 
Should your folder be a self mailer, or should it be designed for an envelope 
because its message is confidential or personal? 
Does it have to fit a package or accompany something which will determine its 
size or shape? 
Should it be a file size, especially if message is of the reminder form? 
_Is somebody else going to distribute it, a stuffer for instance? 
Will it be handed out at point of sale or by a salesman? 
Does it have to fit a “help-yourself’ rack or space? 
Does it fully meet postal requirements? 


ADEQUACY OF PHYSICAL FORM 
Arrive at a mental picture of adequacy for the best form within your 
cost allowance to accommodate full message. 
How important are pictures of the product or its uses and what kind of pictures 
are you going to use? 
(Continued on page 28) 
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INTERESTING REPORT 


COPIES OF OUR BOOKLET “Opportunity in 
Education” were mailed to approximately 
thousand high — school 
throughout the state. In the back of our 


eleven seniors 
booklet we enclosed a card. We received 
in return 790 requests for “further informa- 


tion.” 


In order to insure prompt action on 
we made out a Student 
Prospect Card and routed the requests to 


these returns, 


the proper college departments of instruc- 
tion. The department head in each case 
wrote a personal letter to the student and 
sent along a mimeographed question and 
answer list, covering many of the queries 
This Prospect Card was returned 
to us together with a copy of the letter 


made. 


and a check of the date when reply was 
made. 


The pulling power of pink reply cards 
as against white was especially interesting 
to us. In spite of the fact that whites sent 
out exceeded the number of pinks, more 
pink cards were returned than white ones. 


We are now engaged in a study of 
factors influencing students in their deci- 
sion to attend college here. Among the 
various factors of influence, we want to 
know, for example, how many of the 
students who are now enrolled received 
copies of the picture booklet last spring 
and whether they feel the booklet in- 


fluenced them to attend. 


We have found that we have lots to 
learn about the direct mail approach, but 
we are doing our best to develop our pro- 
sram on a studied rather than a hit-or-miss 
basis. (We’re reading The Reporter reli- 


giously to get good ideas.) 


I might explain that our entire aim in 
this direct mail work is not merely to swell 
enrollment of the college but to secure an 
increasingly superior type of candidate for 
teacher education and teaching work. We 


want better, not more, students. 


George H. Holmes, Director 
Bureau of Publications 
lowa State Teachers College 
Cedar Falls, Iowa 


Reporters Note: As long as you are 
questioning and running tests, you are on 
the right track. Your report is very inter- 


esting. 


SOME ADVERTISERS hesitate to spend 30 
‘ents to follow up an inquiry that cost 


30 dollars. 
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It’s the new, enclosed Ediphone for 
your desk. A beauty to look at! 
Compact as a box of candy! Believe 
it or not, this complete Ediphone 
takes up less desk space than a sheet 
of regular 8'2”x 11" business paper. 
Think of that! It’s another achieve- 
ment of the “house of miracles” — 


the Thomas A. Edison Labora- 


tories. 


SAY IT TO THE 







| 
' Dept. 
| 
i 


City 


dison’s 
“x If miracle. 


Edi 


EDISON 


P 





Name—— 





It’s a cinch to use —easy as the 
telephone. You'll get out letters in 
20% to 50% less time. But that’s 
only half the advantage of this new 
time-saver. Memos, notes, dates, 
instructions, ideas are recorded as 
you think of them. Details disap- 
pear like magic. Your mind is left 
free and clear for the real business 


problems. Try one on your desk. 


hone 


OICEWRITER 





‘bhomas A. Edison, Inc., West Orange, N. J. 
Gentlemen: — I want — 


( ) The booklet “Don’t Work So Var!” 
( ) Atrial of the new desk Ediphone 


CNY ee a 


. State 





Completely enclosed —dustproof 








(In Canada, Thomas A. Edison of Canada, Ltd., 610 Bay St., Toronto) 








Direct-Mail Address 
Costs Cut In Half! 


Now you can afford (if you 
are a large mailer) to use an ad- 
dressing machine instead of a 
typewriter on any mailing list 
addressed more than once. This 
is revolutionary, because hereto- 
fore names have had to be ad- 
dressed at least four times before 
it was worthwhile to make ad- 
dress plates for them. 

Send for circular, ‘Elliott 
Starts Addressing Revolution!” 
Learn how a 3-time addressing 
on a list of 100,000 names will 
pay for both the Address Cards 
and the Addressing Machine. 
And with this new Elliott system 
you will have no filing cabinets 
or trays to buy. 





Addressing Machine Company 


127 Albany St. Cambridge, Mass. 

















Where Else Can You Buy 
LETTE 4 aI EAD S Like this 
for $f 9a Thousand ! 








which you buy. 


Universal 


Send us a sample of your present letterhead 
and let us quote our MASS PRODUCTION 
price for QUALITY work on any quantity in 
Our Letterhead Clinic will 
re-design your old letterhead, if you wish, 
and submit sketches absolutely free and with- 
out obligation, together with our quotation. 


Lithographing Co. 
Chicago, Ill. 


Dept. 21 
4311 Diversey Ave. 
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(Continued from page 26) 


How much space is needed to tell the story and to give pictorials adequate value? 

How much color is essential or desirable? 

What grade of materials, paper particularly, is required to accommodate repro- 
ductions and to keep appearance at proper level to meet consumer expectancy? 

Is imprint space essential and where should it be? 


INCLUDE ALL ESSENTIAL ELEMENTS 
Of course every folder is individual in its content. But as a guide, here 
is a simple mail order formula of elements essential to a complete sales 
story. How do your folders check with these items in their completeness? 
“What Makes A Folder Click” depends upon your ability to include these 


elements in proper balance, taste and forcefulness. 


The HEADLINE .. . must get attention and will be effective if, in the words 
of Elmer Wheeler, you “sell the sizzle, not the steak.” 
The LEAD-IN .. . must capture interest in the first ten seconds of reading 


(words or pictures), to assure closer inspection of your entire story. 


DEFINITION . statement or story of your product or service in words 
and/or pictures. 

A SUCCESS STORY .. . if possible, to build emotional appeal. 

SELLING FEATURES .. . the important ones explained in detail. But, don’t 


overburden folder with too much detail if not essential to making prospect take 
desired action. 
TESTIMONIALS . . . always powerful when properly used. (Don’t let anyone 
tell you they don’t mean anything any more. Testimonials will still be used a 
hundred years from now.) 
ACTION .. . whether tied-in at point of sale, with coupon or order form, or 
just to file information for future use—tell the prospect exactly what you want 
him to do and make it easy for him to do it. 

All of these elements do not have to appear in the above sequence so long 


as layout is interesting and will invite reading of each part. 


THINGS TO REMEMBER 


*. . . Don't be tricky for the sake of being smart. But, if an unusual form 


will attract and hold attention, or will produce an aspect of realism, use it. 
. . . Make sure of such protection as copyrights, trade-marks, printed in 
U.S.A., etc., where advisable. 

. . . Always check with the post office before production if in doubt on 
weight, manner of sealing, loose or semi-loose flaps or die-cut pieces, sealing-in 
enclosures, amount of printing allowed on address side, classification of mails 
and various permits, requirements of return forms, and offensive or suggestive 
illustrations. 

.. . If folder is to be produced in languages, don’t forget that usually 
more space is required for foreign-language composition than for English. 
Also, include special designations of “Printed in U.S.A.” and individual 
foreign requirements where such lines must appear in the native language 
rather than in English—French, for instance. Don’t forget that Canada is 
a foreign country as far as printed advertising is concerned. 


CONSULT YOUR PRINTER 

Where you have a certain amount of money to spend for a given number 
of folders, it is imperative that you know in advance what, within reason, 
would be an economical form. Sometimes one-eighth of an inch oversize or 
an unnecessary style of folding may increase production cost as much as one- 
third. This is due largely to standards of paper and mechanical equipment. 

The printer’s knowledge of these factors enables him to counsel you, 
much as an engineer. He can often help you to meet your budget without 
impairing effectiveness or appearance of your ideas in print. 

Don’t forget that the little folder is the biggest item of printing produc- 
tion. Give it the consideration it deserves and you will find your efforts 
deserving greater consideration on the part of your customers and prospects. 
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GOOD USE OF COLOR 


coop uUsE of color in four page folder 
issued by The Travellers Company. First 
page (measuring 6” x 9”) has miniature 
pictures in full color. The page reads like 
this. 


(picture bowl of flowers) 
When an accident keeps you from work, 
some of your friends will send you flowers. 


(picture box of candy) 
. some of your friends will send you 
candy (to the delight of your nurse)... . 


(picture fruit, books, and letters) 
. and some will come through with fruit, 
books, and sympathetic notes... . 


(picture check) 
. . . but even your best friend won’t send 
you a nice big check every month you are 
laid up, and pay your hospital, nursing, 
and doctor’s bills besides. 


(picture town bldg.) 
Nevertheless, you can easily secure such 
a friend. A Travelers Accident Policy pays 
you an income as long as you are disabled, 
plus the expenses of your treatment and 


care. 
* * % 


Inside spread in full color—shows a pic- 
ture 8” x 914” of the flowers, fruit, letters, 
books, cards, etc.—with slogan. 


“Your friends will pay you visits, but 
who will pay your bills?” 


MORE ABOUT 
FUNERAL DIRECTORS 


GEORGE BUTTERLY of Frank Kiernan & Com- 
pany (Advertising), 41 Maiden Lane, New 
York, sends your reporter interesting case 
history of way they are handling account 
of William Dunigan & Son, Funeral Di- 
rectors. 


This is one business which has difficulty 
using direct mail. In fact funeral directors 
should not use direct mail since pieces may 
reach families where illness exists—and 
cause bad psychological effect. The proper 
medium for a funeral director is the local 
newspaper. (Mr. Dear, please note and 
don’t faint.) 


But the Dunigan campaign gets around 
this obstacle in a clever way. Each news- 
paper ad bears beneath it a few lines 


“Advertisement Number in Series. 
Booklet containing entire series will be 
sent on request.” 


The advertisements have historical sig- 
nificance and are attractively presented in 
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an eight page booklet 444” x 7” with dig- 
nified cover entitled 
75 Years 
1864 — 1939 


It is a good public relations job. Why 
can’t some newspaper people realize that 
direct mail and newspaper advertising are 
good partners when handled correctly. 


HOW TO GET A JOB 


THE FOLLOWING ITEM is taken from “The 
Enamel Products Magazine” which is edited 
by William Feather: 


Many young men just out of college 
have come to me in recent years looking 
either for a job or advice about how to 
get one. I have seldom had a job but have 
exhausted myself in giving advice. 


Hence I am impressed by a four-page 
circular, 444x5%, which came to me in 
the mail last summer. The author was a 
June graduate of Oberlin College who had 
had an unusual career as writer and editor 
of school publications. He listed the per- 
tinent facts about himself, and showed a 


picture. 
He said: 


“IT had this application printed in this 
form for several reasons. First, it attracts 
more attention than the usual letter of 
application. Second, it costs less than good 
stationery, and besides, I save a good bit 
of money on postage. Third, I can get 
more information to you in less space, and 
in a more readable form.” 


I immediately wrote him that I had no 
job, but that I would like to know the 
outcome of the venture. 


He sent out 162 circulars at an expense 
of $9.42 which did not include printing, 
since that was supplied free. 


He wrote: “In general everyone, like 
you, enjoyed and admired my bit of self- 
promotion, but only one person actually 
offered me something; and that had so 
many strings attached to it, that it was 
not worth my while. ... So, in conclusion, 
it seems that my ‘clever’ idea has been 
an utter failure. [ wonder if you could 
tell me the reason why.” 


Frankly I am puzzled. My only explana- 
tion is that at the time of mailing jobs 
were non-existent. That 57 important em- 
ployers answered the application proved 
that they were not indifferent. 


Reporter's Note: There must have been 
something wrong with the follow up. The 
young man should attend the Man Market- 
ing Clinic conducted by Sidney Edlund 
every Monday evening here in the Direct 


Mail Center in New York City. 


Tie Your Mail on the Bunn 
Package Tying Machine 


@ Ties 20 to 30 Packages per minute. 


®@ Ties all sizes tightly—no adjust- 
ments. 


Equals four hand tie-ers. 
@ Meets Postal Regulations. 


@ Makes a single wrap long way. 
doubie wrap the short way, cross- 
ing twine underneath package. 





B. H. BUNN CO. 


7607 VINCENNES AVENUE 
CHICAGO, ILL. 











FREE BULLETIN 


ready to be sent to YOU... 


“Some Ace Selective 
Lists of Mail Buyers” 


This condensed Bulletin, just 
released, outlines  high-spot 
details and rates on SELEC- 
TIVE MAIL BUYER LISTS 
which are pulling extra well 
NOW! These are a few of 
over 2200 MOSELY lists avail- 
able for YOUR profitable one- 
time rental addressing. 








WRITE FOR BULLETIN today, on your 
stationery, with details of YOUR List-Use 
Problem to Dept. R-1. 





| MOSELY SELECTIVE LIST SERVICE 
Nail Order 4 WN oadguarters 
va'p’ 


230 CONGRESS STREET 
BOSTON 


"MOSELY has fhe LISTS" 
for Mass Mail Sellers 
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Professional 
Mailing 
Lists 


Do you circularize Physicians, Dentists, 
Druggists, Osteopaths, etc.? We have 
complete mailing lists covering these 
groups and allied Professions. Our lists 
are on stencils—the service of addressing 
your envelopes can be bought for as little 
as $2.00 per thousand. 


@ 100% Accuracy Guarantee 
@ 72- Hour Service 
@ Clean Address Imprints 


Fisher-Stevens Service, Inc. 
183 Varick St. New York, N. Y. 











EYE CATCHERS 


NEW all photo advertising serv- 
ice for all lines of business. For 
trade publications, house organs, 
newspaper ads, _ sales __ letters, 
broadsides or booklets. 
100 high class photo- 
graphic subjects 
monthly in ready-to- 
use mats for only $5. 
Glossy Prints too. All 
sizes and _ subjects. 
New York’s top mod- 
els. Write for FREE 
proofs—no obligations. 


EYE CATCHERS, Inc. 
10-12 East 38th St. WN. Y. C. 


CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minimum space 4 lines. 











ADVERTISING AGENCY 





Sell your product through agents, mail or- 
der. We show how. Martin Advertising 
Agency, 171P Madison Avenue, New York. 





EQUIPMENT 





Multi- 


Mimeographs, 
graphs, Typewriters. Write for list of other 


SAVE HALF on 


bargains. Pruitt, 69 Pruitt Bldg., Chicago. 





FREE LANCES OF DIRECT MAIL 





If you ary in Boston, Philadelphia, New 
York City, Pittsburgh, Cleveland, Cincin- 
nati, St. Louis and can qualify to service 
our regular direct mail accounts, take care 
of our inquiries and leads in the city you 
reside, we invite you to write in. This is 
not a selling or a canvassing proposition. 


Box 121, The Reporter, 17 E. 42d St., 
a te Se 


30 





HOUSE MAGAZINES 


500 TWO COLOR House Organs $10.00; 
1M, $15.00. Brings new customers, devel- 
ops present accounts. Free cut and copy 
service. Your ad on front cover. Proven 
results. Get samples. CRIER PUBL., 
1840 E. 87th St., Cleveland, Ohio. 








LETTERHEADS 





MY ANALYSIS puts individuality in your 
letterhead. Mail yours with two dollars to 
Fred Scheff, Author “Letterhead Design and 
Manufacture,” 68 Nassau Street, New York. 





MAIL ORDER MAGAZINES 


SELL BY MAIL! “MONEY- by. MAIL 
MAGAZINE” is chuckfull of TESTED, 
WORKABLE, MONEYMAKING 
SCHEMES and IDEAS to help YOU in- 
crease your income operating a business of 
your own entirely BY MAIL. Special 
Year’s Subscription 50c. Sample Copy 10c. 
NONE FREE. L. H. FROMME, Publisher, 
147 Islington St., Toledo, Ohio. 





Mi AIL ING -L IST'S 

Ask for our Catalog of Mailing Lists, 6,270 
different Classifications listed: Number in 
each and price shown. TRADE CIRCULAR 
ADDRESSING CO., 219 W. Madison St., 
Chicago, Illinois. Tel. Fra. 1182. 





MISCELLANEOUS 





PRODUCE PICTORIAL SALES LET- 
TERS for less than cost of multigraphing 
or mimeographing! No letterhead and en- 
graving costs! Simply type your copy on 
letterhead, paste down the pictures, and 
sign. 500 copies (844"x11l") $2.63; addi- 
tional copies 22c per 100. Any size. Request 
free instructive Manual. LAUREL PRO- 
CESS, 480 Canal Street, New York City. 





Serw ATION W ANTE D> 


oii man, 22, recent a graduate, 
write copy, sales letters, layouts. Knows 
production. Seeks opening. Small salary. 
Box 11, The Reporter, 17 E. 42nd Street, 
New York City. 





SPECIAL 


If you have a service or product of interest 
to mail users, tell them about it through 
the pages of The Reporter. We reach 
advertising and sales managers interested 
in using direct mail advertising to increase 
their business. Let us send you a rate card. 
The Reporter of Direct Mail Advertising, 
17 East 42nd St., N. Y. C. 





WORK W ANTED 





TYPIST: Legal work, specifications, manu- 
scripts, copying, dictation. Accurate, 
dependable stenographer. M. Lawrence, 5 
Maiden Lane, N. Y. C. RE. 2-0248. 








MORE’S THE PITY 


HEREWITH is my check for a second one 
year’s subscription to The Reporter. I need 
one extra copy of The Reporter for clip- 
ping purposes. 


It is 35 years since I began at direct mail 
advertising. In that time I have clipped 
a great deal, and discarded almost as much. 
The art changes as life itself changes, 
Most of 
my present clipping is passed along to 
younger men who stand in need of coach- 
ing, more or less, but I would not be un- 


economically as well as socially. 


derstood as saying that all young men 
working at and with direct mail advertising 
want coaching. Most of them don’t, more’s 
But there is always someone or 
two who go in for the excellency of the 
professional side of the art and who are 
not attracted by the lure of trickery and 
cheap flimflam held as essential by those 
to whom 


the pity. 


“salesmanship” is synonymous 
with gypsy horse trading. 


Otto Barth 
301 North Lawn Avenue 
Kansas City, Missouri 


ESSENTIAL MEDICINE 


Letter written on train 
Enroute, Chicago to New York: 


BEHIND IN MY READING, as usual. I took 
along several recent issues of The Re- 
porter when I came west. 
matter too. 


Lots of other 
But a weary traveler picks 
the sugar-coated literature first, every time, 
so I’ve done almost no reading but The 
Reporter. 


Gosh! You get loads of essential medi- 
cine into a man without giving him a 
reason for putting it off. It is positively 
recreation and rather than wait to get 
back and dictate the above to you, I'll 
take a chance on this train-writing taxing 
your eyes and imagination. 


More power to you! 


A. D. Leveridge 
607 Fifth Avenue 
New York, N. Y. 


THERE MAY BE SPLINTERS on the ladder of 
success, but you don’t notice them until 
you slide down. 


THE REPORTER 














